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Iraq  coverage  scramble 

Web  activity  and  many  local-angle  stories  pages 
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sometimes  reporting  the  news  is  not  enough. 

When  you  witness  catastrophic  tragedy  of  the  first  degree. 
Human  suffering  on  the  deepest  level. 

You  can't  just  write  and  fly  away. 

You're  in  a  position  to  connect  doctors  with  injured. 

To  connect  a  community  with  a  cause. 

Such  is  the  case  with  the  Sun-Sentinel's  role  in  the 
wake  of  Hurricanes  Mitch  and  Georges.  It  started  with  a 
team  sent  onsite  for  10  days  to  10  remote  locations.  That  led 
to  hundreds  of  column  inches,  haunting  images  and  a  lot  of 
talk  outside  of  the  newsroom.  It  mobilized  our  employees 
in  every  division.  And  then  we  knew,  as  a  company, 
that  we  had  to  do  more. 

The  Sun-Sentinel  was  proud  to  team  up  with  CBS  Channel 
4/WFOR  and  Clear  Channel  Communication's  Planet  Radio 
103.5  FM  to  create  "First  Aid  for  the  Americas,"  a  relief 
effort  that  sends  South  Florida  medical  teams  and  supplies 
to  the  Caribbean  and  Central  America. 

Sun-Sentinel  employees  are  proud  to  work  for  a  company  that 
recognizes  that  we  are  much  more  than  information  providers. 


Sun-Sentinel 

South  Florida 
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I  Exgp  NEWS  &  FEATURES 


EM*  DEPARTMENTS  &  COLUMNS 


Ed?P  NEED  TO  KNOW 


THE  COMMUNICATION  LINK  OF  THE  NEWSPAPER  INDUSTRY  PUBLISHED  INDEPENDENTLY  EVERY  WEEK  SINCE  1884 


See  the  1999 
Calendar  of  News 
Industry  Events 


Cover  Story:  UPl  tries  again 

News  agency  readies  another  revival  plan,  with  fabled 
foreign  correspondent  Amaud  de  Borchgrave  at  the  helm 


Newspapers  support  Iraqi  bombing 

Extensive  coverage  of  air  strikes  combines 

wire  service  and  local-angle  stories,  plus  Web  site  otferings 

More  cuts  at  Los  Angeles  Times 

New  wave  of  layoffs  eliminates 
500  business  division  positions 


ASNE  survey  says  . . . 

Spelling  errors,  bias  and  sensationalism 
are  corroding  the  credibility  of  newspapers 

SuperConference  1999  planning 

NAA  to  examine  prtxluction  and  packaging,  health,  safety 

Workplace  recruitment 

Opening  up  newspapers  to  more  minorities 


Photos  from  around  the 
world  can  be  found  on 
UPl’s  Web  site.  -  p.  1 


Cover  photo  hy  UPl  /  Digital  design  hy  Hector  Marrero 


Business 

Race  into  cyberspace 
gushes  $80  million  of  red  ink 


New  Media 

Holidays  bring  cash 
to  papers’  Web  sites 

Marketing  &  Sales 

Impeachment  obsession 
hurts  advocacy  advertising 

Syndicates/News  Services 

King  Features  retracts  plan 
for  complete  move  to  Florida 

Technology/Pressroom 

Better  plates,  improved  hardware 
help  flexo  to  remain  competitive 


CITIES 


CONTACTS 


Veronica  Jennings, 
ASNE’s  diversity  director, 
says,  “Newspapers  . . . 
need  texture.”  -  p.  26 


Story  of  girl,  newspaper,  Santa  still  pulls  heartstrings 
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E(S?P  CALENDAR 


JANUARY  10-15  Newspaper  Association  of  America 
S  M  T  W  T  F  S  SuperConference,  Hilton  at  Walt  Disney 

^2  World  Village.  Orlando.  Fla. 

3  4  5  6  7  8  9  15-16  Midwest  Free  Community  Papers  Winter 

10  11  12  13  14  15  16  n  .•  c  u  c  ■.  n.  n  • 

-  Meeting.  Embassy  Suites.  Des  Moines. 

17  18  19  20  21  22  23  ^ 

2^2b26  27^8  29  30 

28-31  Parenting  Publications  of  America  Annual 
Conference.  Westin  Horton  Plaza.  San 
Antonio.  Texas 

New  England  Press  Association  Conference.  Boston  World  Trade 
Center.  Boston.  Mass. 

Association  of  Free  Community  Papers  Mid-Winter  Meeting. 
Disney  Institute.  Orlando.  Fla. 


pg0py^pY  17-20  E&P  Interactive  Newspapers  Conference 

S  M  T  W  T  F  S  Hyatt  Regency.  Atlanta.  Ga. 

1  2  3  4  5  6  24-26  American  Association  of  Advertising 

Z_  Agencies  Media  Conference  &  Trade 

14  15  16  17  18  19  20  ^  . 

Snow.  New  Or  cans.  La. 

21  22  23  24  25  26  27 

28  24-27  Suburban  Newspapers  of  America  Spring 

Publishers  Conference.  Marquis  Resort. 
Palm  Springs.  Calif. 

Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference.  Tucson.  Ariz. 

Inland  Press  Association  Key  Executives  Conference.  El 
Conquistador.  Tucson.  Ariz. 


4-8  National  A.ssociation  of  Hispanic 
S  M  T  W  T  "f  s”  Publications  Annual  Convention. 

1  2  3  4  5  6  Waterfront  Hilton.  Huntington  Beach. 

7  8  9  10TM2I3  Calif. 

14  15  16  17  18  19  20 

17-20  National  College  Media  Spring 
21  22  23  24  25  26  27  a  k  t 

28  29  30  31  Convention.  Marriott  Marquis.  New  York. 

N.Y. 

National  Newspaper  Association  Government  Affairs  Conference. 
Hyatt  Regency  on  Capitol  Hill.  Washington.  D.C. 

Independent  Free  Papers  of  America  Spring  Conference.  Adams 
Mark  at  the  Florida  Mall.  Orlando.  Fla. 

Inter-American  Press  Association  Mid-year  Meeting.  Hotel 
Wyndham.  Montego  Bay.  Jamaica 
Inland  Press  Association  Editors  Conference.  Chicago.  III. 
America  East  Newspaper  Operations  &  Technology  Conference. 
Hershey  Lodge  &  Convention  Center.  Hershey.  Pa. 


APRIL 
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11  12  13  14 

15  16 

17 

18  19  20  21 

22  23  24 

25  26  27  28  29  30 

Southeastern  Advertising  Publishers 
Association  Spring  Conference.  Hampton 
Inn  Broadway.  Myrtle  Beach.  S.C. 


Note;  To  list  events,  please  fax  Jennifer  Waber  at 
(212)691-7287. 
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PLACE  YOUR  AD  IN  THE  E&P 
SUPERCONFERENCE  ISSUE 


'  t 


Smart  Strategy. 


JANUARY  9, 1999 

The  BIG  NAA  SuperConference  keeps  the  industry 
informed  about  current  technology,  best  practices 
and  future  trends.  Newspaper  operations  execu¬ 
tives,  specialists  and  vendors  will  gather  to  dis¬ 
cuss  and  study  the  industry’s  major  issues  in 
Pre-Press,  Health  &  Safety,  Press  &  Materials, 
and  Post-Press. 

E&P  will  be  there  covering  the  event  for  you  and 
making  sure  attendees  receive  the  E&P 
SuperConference  issue.  Be  sure  to  reach 
operations  decision-makers  with  an  ad  for  your 
products  and  services  in  this  special  edition  of 
E&P.  Place  your  ad  today!! 

Space  Deadline  12/29  •  Materials  Deadline  12/31 
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AOL  makes  big 
in  S.  America 

America  Online  is  going  South  of  the 
border.  The  Dulles,  Va.-based  company 
formed  a  partnership  Dec.  15  with  the 
Cisneros  Group,  a  large  media  conglom¬ 
erate  in  Caracas,  Venezuela.  AOL  will 
face  off  with  New  York-based  StarMedia. 
which  has  served  Web  surfers  in  Latin 
America  since  19%. 

The  Joint  venture  will  develop  content 
and  Internet  services  for  the  Spanish-  and 
Portuguese-speaking  countries  of  Latin 
America.  This  content  will  also  be  avail¬ 
able  to  Spanish-speaking  AOL  members 
in  the  United  States. 

Cisneros,  the  largest  producer  of  Span¬ 
ish  programming  in  South  America,  will 
invest  $100  million  in  the  venture. 
Cisneros  also  owns  the  largest  Venezue¬ 
lan  television  network  and  a  stake  in 
Univision,  the  Spanish  network  in  the 
United  States. 

"Latin  America  is  poised  to  become 
the  next  great  growth  center  for  the  inter¬ 
active  medium."  says  Gustavo  Cisneros. 
CEO  of  the  Cisneros  Group.  “With  a  pop¬ 
ulation  of  close  to  460  million  people 
sharing  common  languages  and  cultural 
values,  the  Latin  American  market  pre¬ 
sents  huge  potential  for  expansion. 

Another  competitor  in  the  Latin  Amer¬ 
ican  market  is  Yahoo,  which  opened 
Yahoo  en  Espafiol  this  summer. 

No  motive  in 
reporter  killing 

Philip  True,  a  reporter  for  the  Sun 
Antonio  EApress-New.s  whose  body  was 
found  in  a  ravine  in  western  Mexico,  was 
strangled,  a  local  coroner  says. 

"It  is  a  homicide."  The  Associated 
Press  quotes  Jalosco  state  coroner  Mario 
Rivas  Souza  saying  in  a  television  inter¬ 
view.  "It  is  not  an  accident." 

Though  early  reports  said  True  had 
accidentally  fallen  to  his  death.  Rivas 
reported  that  the  5()-year-old  reporter  had 
“a  cord  tightly  restricting  the  neck"  and 
other  injuries  that  were  "not  the  result"  of 
a  plunge  down  the  .T^O-foot  canyon. 

Police  offered  no  possible  motives  for 
the  killing,  which  occurred  in  an  area  not 
known  for  violence. 

“We  all  mourn  the  loss  of  a  colleague 
and  an  outstanding  journalist,"  Express- 


News  publisher  W.  Lawrence  Walker  Jr. 
told  staff  members  gathered  in  the  paper's 
newsroom  Wednesday. 

True,  the  paper's  Mexico  City  corre¬ 
spondent.  headed  into  the  Sierra  Madre 
Occidental  range  on  Nov.  29  for  a  story 
on  the  region's  Huichol  Indians.  An  avid 
oLitdoorsman,  he  had  planned  to  hike  into 
the  remote  neighboring  region  before 
returning  to  the  capital  on  Dec.  10. 

A  late  arrival  to  newspapering.  True 


worked  as  a  wallpaper  hanger  until  his 
late  3()s.  He  wrote  for  the  Brownsville 
Herald  and  joined  the  E.xpress-News  in 
1992.  covering  issues  along  the  Texas/ 
Mexico  border.  He  took  the  Mexico  City 
beat  in  January  1996.  covering  the 
Zapatista  rebel  conflict  in  the  southern 
state  of  Chiapas  and  Pope  John  Paul  ll's 
trip  to  Cuba. 

Among  his  survivors  is  his  wife. 
Marta,  of  Mexico  City.  BflP 
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IMPEACHMENT  VOTE  IN  HOUSE  DELAYED 
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BiockingoflnspectionsNoted  \ 
— Britain  Gives  Support 


Newspapers  support  Iraqi  bombing 


President  Clinton’s  decision  to  bomb 
Iraq  received  widespread  support 
from  American  newspapers  in  the  im¬ 
mediate  aftermath  of  the  bombing. 

The  New's  &  Observer  in  Raleigh, 
N.C.,  The  Fresno  (Calif.)  Bee,  The 
Gazette  in  Cedar  Rapids,  Iowa,  and  the 
Connectieut  Post  in  Bridgeport  were 
among  the  papers  that  expressed  edito¬ 
rial  support  last  Thursday,  the  day  after 
the  bombing  commenced. 

Newspapers  offered  extensive  cov¬ 
erage  of  the  bombing  with  wire  service 
and  local-angle  stories  and  used  their 
Web  sites  to  provide  immediate  cover¬ 
age,  with  continuous  online  updates  as 
the  story  developed. 

The  N&O  called  the  bombing  “a 
justified  response,”  and  wrote,  "As 
Clinton  properly  noted  in  his  speech, 
there  can  be  no  shirking  from  a  diffi- 
culUduty  when  the  national  interest 
demapds  action.”  Other  papers  ex¬ 
pressed  similar  opinions,  although 
some  didn’t  run  any  editorials  in 
Thursday  editions. 

David  Leavey,  a  spokesman  for  the 
National  Security  Council  at  the  White 
House  says,  “We  are  appreciative  of  the 
editorial  support  we’ve  gotten.  It’s 
obvious  that  editorial  boards  around  the 
country  believe  the  president  is  right 


and  has  acted  in  the  national  interest.” 

The  papers  augmented  their  stories 
with  color  photos  of  the  bombings  and 
detailed  graphics.  The  Bee's,  front 
page  had  a  map  of  Desert  Fox  that  out¬ 
lined  key  targets  in  Baghdad  and  the 
N&O's  map  depicted  weapons,  forces 
and  targets. 

While  the  papers  relied  on  the  wires 
for  their  lead  stories,  they  contributed  a 
variety  of  local  stories  related  to  the 
conflict.  The  N&O  wrote  about  a 
protest  at  the  state  capitol  by  pro-Iraq 
activists,  quoting  Rania  Masri,  the 
state  chapter  president  for  the  global 
movement  to  end  the  war  in  Iraq.  “We 
are  here  to  protest  the  bombing  of  Iraq 
not  only  because  of  the  civilian  ca.sual- 
ties  but  because  of  the  damage  to 
the  infrastructure,  such  as  water  treat¬ 
ment  plants.  Most  of  the  deaths  are 
from  water  infections,”  he  says.  The 
Bee  wrote  about  the  Lemoore  Naval 
Air  Station,  south  of  Fresno,  that  sent 
680  soldiers  to  the  Middle  East  and 
tightened  security  as  “a  prudent  mea¬ 
sure  against  terrorist  attacks.”  Vehicles 
that  entered  and  left  the  base  were 
being  thoroughly  checked. 

The  Fort  Worth  Star-Telegram  pro¬ 
filed  20  sailors  from  north  Texas  who 
see  Iraq  on  page  8 
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AOL  makes  big 
in  S.  America 

America  Online  is  going  South  of  the 
border.  The  Dulles,  Va.-based  company 
formed  a  partnership  Dec.  15  with  the 
Cisneros  Group,  a  large  media  conglom¬ 
erate  in  Caracas,  Venezuela.  AOL  will 
face  off  with  New  York-based  StarMedia. 
which  has  served  Web  surfers  in  Latin 
America  since  1996. 

The  joint  venture  will  develop  content 
and  Internet  services  for  the  Spanish-  and 
Portuguese-speaking  countries  of  Latin 
America.  This  content  will  also  be  avail¬ 
able  to  Spanish-speaking  AOL  members 
in  the  United  States. 

Cisneros,  the  largest  producer  of  Span¬ 
ish  programming  in  South  America,  will 
invest  $100  million  in  the  venture. 
Cisneros  also  owns  the  largest  Venezue¬ 
lan  television  network  and  a  stake  in 
Univision,  the  Spanish  network  in  the 
United  States. 

“Latin  America  is  poised  to  become 
the  next  great  growth  center  for  the  inter¬ 
active  medium,”  says  Gustavo  Cisneros, 
CEO  of  the  Cisneros  Group.  “With  a  pop¬ 
ulation  of  close  to  460  million  people 
sharing  common  languages  and  cultural 
values,  the  Latin  American  market  pre¬ 
sents  huge  potential  for  expansion. 

Another  competitor  in  the  Latin  Amer¬ 
ican  market  is  Yahoo,  which  opened 
Yahoo  en  Espanol  this  summer. 

No  motive  in 
reporter  kiiling 

Philip  True,  a  reporter  for  the  San 
Antonio  Express-News  whose  body  was 
found  in  a  ravine  in  western  Mexico,  was 
strangled,  a  local  coroner  says. 

“It  is  a  homicide,”  The  Associated 
Press  quotes  Jalosco  state  coroner  Mario 
Rivas  Souza  saying  in  a  television  inter¬ 
view.  “It  is  not  an  accident.” 

Though  early  reports  said  True  had 
accidentally  fallen  to  his  death,  Rivas 
reported  that  the  50-year-old  reporter  had 
“a  cord  tightly  restricting  the  neck”  and 
other  injuries  that  were  “not  the  result”  of 
a  plunge  down  the  330-foot  canyon. 

Police  offered  no  possible  motives  for 
the  killing,  which  occurred  in  an  area  not 
known  for  violence. 

“We  all  mourn  the  loss  of  a  colleague 
and  an  outstanding  journalist,”  Express- 


News  publisher  W.  Lawrence  Walker  Jr. 
told  staff  members  gathered  in  the  paper’s 
newsroom  Wednesday. 

True,  the  paper’s  Mexico  City  corre¬ 
spondent,  headed  into  the  Sierra  Madre 
Occidental  range  on  Nov.  29  for  a  story 
on  the  region’s  Huichol  Indians.  An  avid 
outdoorsman,  he  had  planned  to  hike  into 
the  remote  neighboring  region  before 
returning  to  the  capital  on  Dec.  10. 

A  late  arrival  to  newspapering,  True 


worked  as  a  wallpaper  hanger  until  his 
late  30s.  He  wrote  for  the  Brownsville 
Herald  and  joined  the  Express-News  in 
1992,  covering  issues  along  the  Texas/ 
Mexico  border.  He  took  the  Mexico  City 
beat  in  January  1996,  covering  the 
Zapatista  rebel  conflict  in  the  southern 
state  of  Chiapas  and  Pope  John  Paul  II’s 
trip  to  Cuba. 

Among  his  survivors  is  his  wife, 
Marta,  of  Mexico  City.  H 
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Blocking  of  In^tecUont  Noted  \ 
— Britain  Giveo  Support 


\  'l  resident  Clinton's  decision  to  bomb 
I  Iraq  received  widespread  support 
from  American  newspapers  in  the  im¬ 
mediate  aftermath  of  the  bombing. 

The  News  &  Observer  in  Raleigh. 
N.C.,  The  Fresno  (Calif.)  6cc,  The 
Gazette  in  Cedar  Rapids.  Iowa,  and  the 
Connecticut  Post  in  Bridgeport  were 
among  the  papers  that  expressed  edito¬ 
rial  support  last  Thursday,  the  day  after 
the  bombing  commenced. 

Newspapers  offered  extensive  cov¬ 
erage  of  the  bombing  w  ith  wire  service 
and  local-angle  stories  and  used  their 
Web  sites  to  provide  immediate  cover- 
’iige.  with  continuous  online  updates  as 
the  story  developed.  ; 

The  N&O  called  the  bombing  “a 
justified  response.”  and  wrote,  "As 
Clinton  properly  noted  in  his  speech, 
there  can  be  no  shirking  from  a  diffi¬ 
cult  duty  when  the  national  interest 
demands  action.”  Other  papers  ex- 
press£d  similar  opinions,  although 
some  didn't  run  any  editorials  in 
Thursday  editions. 

David  Leavey.  a  spokesman  for  the 
National  Security  Council  at  the  White 
House  says,  “We  are  appreciative  of  the 
editorial  support  we've  gotten.  It's 
obvious  that  editorial  boards  around  the 
country  believe  the  president  is  right 


and  has  acted  in  the  national  interest.” 

The  papers  augmented  their  stories 
w  ith  color  photos  of  the  bombings  and 
detailed  graphics.  The  Bee\  front 
page  had  a  mpp  of  Desert  Fox  that  out¬ 
lined  key  targets  in  Baghdad  and  the 
N&0\  map  depicted  weapons,  forces 
and  targets. 

While  the  papers  relied  on  the  wires 
for  their  lead  stories,  they  contributed  a 
variety  of  local  stories  related  to  the 
conflict.  The  N&O  wrote  about  a 
protest  at  the  state  capitol  by  pro-Iraq 
activists,  quoting  Rania  Masri,  the 
state  chapter  president  for  the  global 
movement  to  end  the  war  in  Iraq.  “We 
are  here  to  protest  the  bombing  of  Iraq 
not  only  because  of  the  civilian  casual¬ 
ties  but  because  of  the  damage  to 
the  infrastructure,  such  as  water  treat¬ 
ment  plants.  Most  of  the  deaths  are 
from  water  infections.”  he  says.  The 
Bee  wrote  about  the  Lemoore  Naval 
Air  Station,  south  of  Fresno,  that  sent 
680  soldiers  to  the  Middle  East  and 
tightened  security  as  “a  prudent  mea¬ 
sure  against  terrorist  attacks.”  Vehicles 
that  entered  and  left  the  base  were 
being  thoroughly  checked. 

The  Fort  Worth  Star-Tele;^rain  pro¬ 
filed  20  sailors  from  north  Texas  who 
see  Iraq  on  page  8 
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REASON 


FOR  ATTENDING  EDITOR&PUBLISHER’S  10TH  ANNUAL 

INTERACTIVE  NEWSPAPERS 

CONFERENCE 

February  17-20,  Hyatt  Resency,  Atlanta,  GaSI^ 


We  challenge  you  to  find  a  more  complete 
and  comprehensive  conference  on  interac¬ 
tive,  electronic  publishing.  Our  10th 
Anniversary  Celebration  —  February  17  - 
20,  Atlanta,  GA  —  is  our  largest  Conference 
to  date.  Our  Great  Hall  of  113  exhibit 
booths,  hosted  by  companies  catering  to 
your  electronic  publishing  needs,  will  pre¬ 
sent  a  new  interpretation  of  the  term 
"online  shopping."  Learn  more  about  the 
companies  listed  here. 

Will  you  be  represented?  If  your  company  is 
not  on  this  list  but  should  be,  call  or  e- 
mail  Dennis  O'Neill  today/212-576-5322, 
ext.  155  or  denniso@mediainfo.com.  There 
are  only  a  few  remaining  exhibit  spaces 
and  sponsorship  opportunities  left. 


EXHiemNG  COMPANIES 

ABC  Interactive 
Acdpiter  Inc. 

Accrue  Software 

AccuWeather 

Ad-Star 

Adhesive  Software 
AdQuest/CarCast 

American  Computer 
Innovations 

American  Legisilative 
Exchange 

Atex  Media  Solutions 
Auction  Universe 
Autonomy 
Bank  Rate  Monitor 
Boldly  Interactive 

Broadcast  Interview 
Source 

Business  Wire 
Capitol  Advantage 
CitySearch 
Classified  Ventures 
Double  Click 
Dow  Jones  &  Co. 

E-The  People 
Edgil  Assodates 
Electric  Classifieds  Inc 
Electrografix 

Family  Features 
Online  Services 


Future  Tense 

Global  Software 
Consultants,  Inc 

GMTI 

GolfServ  Online 

Grand  Central 
Networks,  Inc 

Health  Pages 

HealthStreet  Interactive 

Hire  Systems 

IBM 

InfiNet 

Infonautics  Corporation 
Infosis  Corp. 

Interactive  Pictures 
Corp 

InType,  Inc. 

4  Substdkay  <4  MM  Corp 

Inventure,  Inc. 
Investment  Challenge 
IPRO 

Journal  Square 
Interactive 

KOZ,  Inc. 

LA  Times  Syndicate 
Lexis  Nexis 
MediaStream 
Methodfive 
Nando 

Never  Miss  LLC 


New  Horizons  Team 

NewsBank 

News  Venturer 

paper.net 

Pentawave 

Pick-Em  Sports 

PostalWorks 

PR  Newswire 

Publist.com 

Real  Media 

RegionOnline. 

Sodal  Net,  Inc. 
STATS,Inc. 

Stauffer  Media  Systems 
The  Assodated  Press 

The  Software 
Construction  co 

The  SportsNetwork 

Thomson  Interactive 
Media 

Thomson  Target  Media 
Tribune  Media  Services 
TV  Data 
United  Media 
Universal  New  Media 
UPI 

Verity,  Inc. 

Waveshift 

Zip2  Corp 


For  further  information  or  to  register  online,  visit  our  Web  site  WWW.m6di3inf0.C0m  or  call  212-675-4380  ext.  285 

For  details  on  group  rates,  association  discounts.  “Register  3  Send  4tti  for  Free"  otter  and  the  working  press  rate  please  call  212-675-4380  ext  285.  Registrations  must  be  submitted  together  to  receive  group  (kscount. 
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Continued  from  page  6 

are  aboard  the  USS  Enterprise  in  the  Gulf. 
“It’s  amazing  that  just  24  hours  ago  the 
sailors  were  laughing  and  joking  with  pro 
athletes  and  now  they’re  operating  on  the 
tip  of  the  spear”  says  Navy  Lieutenant 
Commander  Dennis  Moynihan. 

The  Post  wrote  about  Bridgeport’s 
large  Kurdish  community,  quoting  a 
refugee,  Pakhshan  Rasheed,  saying,  “We 
fled  from  Sadaam.  We  don’t  want  him  to 
control  Iraq.  We  want  him  out  of  Iraq.” 

Before  most  papers  printed  a  single 
word,  their  Web  sites  trumpeted  the  news. 
Many  papers  relied  on  AP’s  The  Wire 
online  for  their  initial  Web  coverage  and 
added  local  stories  later.  The  Hartford 
Courant,  for  instance,  picked  up  the  story 
from  AP  online  as  soon  as  it  broke  late 
Wednesday  afternoon,  then  added  a  local 
story  from  its  Washington  bureau  around 
1 1  p.m.,  according  to  electronic  news  edi¬ 
tor  Chris  Morrill. 

The  Providence  {R.l.)  Journal-Bulletin's 
site  normally  focuses  on  local  and  regional 
news,  but  went  out  of  its  way  Wednesday  to 
cover  the  bombing.  Andrea  Panciera,  the 
site’s  editor,  says  coverage  began  around 
2  p.m.,  about  two  hours  before  the  bomb¬ 
ing  began,  when  AP  Wire  suggested  the 
bombings  were  imminent.  "Our  audience 
peaks  midday,  so  we  wanted  to  get  the 
story  out  as  soon  as  we  could.”  she  says. 

Her  staff  is  continuing  to  monitor  the 
wire  and  TV  news  to  keep  the  site  up-to- 
date  since  the  bombing  began. 

The  Star-Telegram's  site  features  pic¬ 
tures  from  the  USS  Enterprise  taken  by 
one  of  the  paper’s  photographers,  says 
Christy  Jones,  managing  editor  for  online 
services.  The  Star-Telegram  had  the  story 
on  the  Web  at  3:30  p.m.  CST,  Wednesday, 
and  continued  updating  it  every  15  min¬ 
utes  until  2  a.m.  Thursday.  Jones  says  that 
other  Knight  Ridder  papers  link  to  the 
Star-Telegram's  site  to  take  advantage  of 
the  continuous  updates  they  don’t  do 
themselves. 

As  the  bombing  continued,  it  forced 
some  papers  to  boost  the 
size  of  Saturday  editions.  Executive  edi¬ 
tor  Anders  Gyllenhaal  said  the  N&O 
would  add  four  pages,  and  Jenifer  Frank, 
Courant  news  editor,  and  Phyllis 
Fleming,  assistant  managing  editor  of  the 
Gazette,  say  they  plan  to  add  two  pages 
each  to  cover  the  related  impeachment 
story,  which  picked  up  steam  after  the 
first  day  of  the  bombings  and  threatened 
to  curtail  bombing  coverage  by  Friday, 
Gyllenhaal  says.  B 


STAFF  CUTS  NEWS 

Another  shoe  drops 
at  Los  Angeles  Times 


by  M.L.  Stein 

The  Los  Angeles  Times  has  dropped 
another  shoe,  announcing  that  it  will 
eliminate  approximately  500  busi¬ 
ness  division  positions  in  the  second  phase 
of  its  cost-cutting  program.  President  and 
CEO  Kathryn  M.  Downing  says  the  move 
will  allow  the  paper  to  focus  its  resources 
on  growth  initiatives  and  improve  operat¬ 
ing  efficiency  in  specific  areas. 

On  Nov.  1,  the  Times 
revealed  the  first  of  three  ex¬ 
pense-reduction  phases,  slim¬ 
ming  staffing  by  about  200 
people  in  the  editorial  and 
operations  departments.  The 
phase-out  included  a  voluntary 
severance  option.  In  the  latest 
cutback  reported  Dec.  15, 

Downing  says  about  380  of  the 
employees  will  be  dropped  in 
the  consumer  marketing  area, 
where  circulation  sales  efforts  will  be 
refocused  and  some  services  will  be  out¬ 
sourced.  She  adds  that  some  of  the  down¬ 
sizing  is  necessary  because  the  advertising 
marketing  and  consumer  marketing  de¬ 
partments  are  being  merged  to  form  a 
new,  integrated  marketing  organization. 
Thirty  jobs  will  disappear  in  that  process. 

As  of  Sept.  1,  the  Times'  work  force 
totaled  6,400  full-  and  part-time  positions. 
That  figure  will  be  sliced  by  12%  in  the 
two  actions. 

Other  business  divisions  that  will 
become  smaller  due  to  revamped  business 
strategies  include  advertising,  finance, 
administrative  services  and  human  re¬ 
sources,  where  the  cuts  will  be  involun¬ 
tary.  Downing  notes.  “It  is  critical  to 
reduce  costs  wherever  we  can  to  improve 
our  overall  financial  performance  and 
enable  us  to  invest  in  future  growth.”  she 
explains.  “We  must  also  reorganize  our¬ 
selves  to  meet  the  huge  challenge 
we  face  as  a  company  and  as  a  newspaper 
in  the  competition  for  readership  and 
advertising.” 

In  the  restructuring,  the  Times  will 
eliminate  door-to-door  sales  operations  in 
favor  of  what  it  says  are  “more  efficient 
sales  efforts.”  Two  outside  telemarketing 
offices  will  be  consolidated  at  one  loca¬ 


tion,  eliminating  six  full-time  and  about 
180  part-time  positions.  Some  telesales 
functions  will  be  outsourced,  and  the 
paper’s  order-entry  system  will  be  consol¬ 
idated  in  Los  Angeles  from  two  outside 
offices,  taking  out  one  full-time  person 
and  about  50  part-timers. 

The  ad  department  will  cut  about  25 
slots  by  the  joining  of  sales  categories  and 
territories.  This  will  align  advertising  to 
support  its  new  regional  strate¬ 
gy,  which  will  break  the  area 
into  four  key  components  with 
Los  Angeles,  Orange  County, 
San  Fernando  Valley  and 
Ventura  County,  and  the  Inland 
Valley  each  becoming  its  own 
region  in  order  to  create  more 
local  control.  Each  region’s 
management  team  will  focus 
on  circulation,  local  advertis¬ 
ing,  promotion  and  the  Our 
Times  community  newsletter. 
Sales  efforts  will  concentrate  on  “key 
growth  prospects,”  says  Laura  Morgan,  a 
Times  spokeswoman.  She  adds  that  full- 
timers  who  lose  their  jobs  will  receive  a 
severance  package  minimum  of  18  weeks’ 
pay  to  a  maximum  of  two  years’  salary, 
depending  in  part  on  their  years  of  service. 

A  third  Times  cost-saving  project  is 
anticipated  by  the  end  of  the  year.  “It  is 
expected  to  be  small  in  scope  and  limited 
to  a  few  departments,”  says  Morgan. 

The  newspaper  also  reorganized  its  new 
media  and  classified  divisions  in  an  effort 
to  beef  up  its  online  efforts.  Renee 
LaBran,  currently  vice  president  of  new 
business  development,  was  promoted  to 
vice  president,  classified  advertising,  new 
media  and  print.  Downing  says  LaBran’s 
appointment  will  allow  the  paper  to  focus 
on  growing  its  classified  business  in  print 
and  on  the  Web. 

Carol  Perruso,  fonnerly  general  man¬ 
ager  of  latimes.com,  was  promoted  to  the 
new  position  of  president  of  latimes.com, 
and  was  also  named  a  vice  president  at 
the  newspaper.  “The  designation  of  a 
president  to  lead  latimes.com  reflects  its 
strategic  importance  to  our  current  and 
future  growth,”  says  Downing,  who  wants 
the  paper  to  commit  more  strongly  to 
new  media. 


Kathryn  M.  Downing 
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NEWSPAPER  CREDIBILITY  NEWS 

ASNE:  How  to  make  friends 
and  win  back  skepticai  readers 


by  David  Noack 

Spelling  errors,  bias  and  sensational¬ 
ism  are  corroding  the  credibility  of 
newspapers,  according  to  a  new 
survey  sponsored  by  the  American 
Society  of  Newspaper  Editors  (ASNE). 

The  study,  released  Dec.  15,  was 
conducted  to  help  editors  get  a  handle  on 
some  of  the  underlying  reasons  for  the 
public’s  mistrust  of  the  media.  Hoping  to 
rebuild  trust  in  journalism,  ASNE  wants 
editors  and  publishers  to  mull  changes  in 
newsroom  practices.  Based  in  Reston, 
Va.,  the  group  is  spending  $1  million  on 
the  effort. 

The  survey  finds: 

•  The  public  sees  too  many  factual 
errors  and  spelling/grammar  mistakes  in 
newspapers. 

•  Newspapers  don’t  consistently 
demonstrate  respect  for,  and  knowledge 
of,  their  readers  and  their  communities. 

•  The  public  suspects  that  the  points  of 
view  and  biases  of  journalists  influence 
what  stories  are  covered  and  how  they’re 
covered. 

•  Newspapers  chase  and  over-cover 
sensational  stories  because  they’re  excit¬ 
ing  and  sell  papers.  The  public  doesn’t 
believe  these  stories  deserve  the  attention 
they  get.  More  than  80%  of  adults  sur¬ 
veyed  believe  coverage  of  sensational  sto¬ 
ries  is  done  simply  to  sell  newspapers. 

•  The  public  believes  newsroom  values 
and  practices  are  sometimes  in  conflict 
with  their  own  priorities  for  the  paper. 
Fifty-nine  percent  say  newspapers  are 
more  concerned  with  the  bottom  line  than 
the  public  interest. 

Based  on  telephone  interviews  with 
3.000  adults  in  April  and  May.  the  study 
also  included  follow-ups  with  16  focus 
groups.  The  research  was  designed,  con¬ 
ducted  and  analyzed  by  Urban  &  Asso¬ 
ciates  Inc.  of  Sharon,  Mass. 

The  survey  finds  that  people  who  have 
had  first-hand  experiences  with  the  news 
process  are  the  most  critical  of  media 
credibility.  On  the  plus  side,  63%  say  they 
feel  better  about  the  quality  of  news  cov¬ 
erage  when  they  see  corrections. 

“As  editors  and  publishers,  we  have  got 


to  tighten  the  reins,”  says  Edward  Seaton, 
president  of  ASNE  and  editor  in  chief  of 
The  Manhattan  (Kan.)  Mercury.  “We’ve 
got  to  cut  down  the  errors.  We’ve  got  to 
cut  down  the  anonymous  quotes,  which 
invariably  have  an  axe  to  grind.  We’ve  got 
to  rein  in  the  pundits,  the  ‘Sabbath  gas 
bags,’  as  Calvin  Trillin  calls  them.  Jour¬ 
nalists  who  go  on  television  should  not  be 
saying  what  they  do  not  know  or  giving 
opinion  without  restraint.  We  have  to 

Readers  rate 
their  papers 

Some  of  the  key  findings  of  the 
American  Society  of  News¬ 
paper  Editors  study  on  newspaper 
credibility: 

•  23%  say  they  find  factual  errors  in 
the  news  stories  of  their  daily 
newspapers  at  least  once  a  week. 

•  50%  believe  there  are  particular 
groups  or  people  who  get  a  “spe¬ 
cial  break”  in  news  coverage, 
while  45%  feel  that  others  “don’t 
get  a  fair  shake.” 

•  78%  agree  with  the  assessment 
that  there’s  bias  in  the  news  media. 

•  80%  believe  that  sensational  sto¬ 
ries  get  lots  of  news  coverage 
because  they’re  exciting,  not 
because  they’re  important. 

•  86%  believe  the  names  of  suspects 
should  not  be  published  until  they 
are  formally  charged. 

•  87%  say  they  would  rather  see  a 
newspaper  hold  a  story  until  all  the 
facts  have  been  carefully  doubled- 
checked. 

•  More  than  three-quarters  express 
concern  about  the  credibility  of 
news  stories  that  use  anonymous 
sources  and  45%  say  that  a  story 
should  not  run  at  all  if  no  one  is 
willing  to  go  ‘on  the  record.’ 

•  63%  say  they  feel  better  about 
news  coverage  when  they  see  cor¬ 
rections. 


renew  our  dedication  to  truth  telling.” 

The  report  follows  a  year  in  which  the 
credibility  of  the  media  was  sorely 
strained  by  high-profile  retractions  of 
news  stories  by  CNN  and  The  Cincinnati 
Enquirer.  Also,  The  Boston  Globe  let  go 
two  columnists  for  making  up  stories  and 
plagiarism,  while  New  Republic  maga¬ 
zine  did  the  same  for  one  of  its  young 
star  reporters. 

Editors  and  journalism  observers  did 
not  find  survey  results  surprising.  Thomas 
Mitchell,  editor  of  the  Las  Vegas  Review- 
Journal.  says  reporters  are  their  own 
worst  enemies.  “Journalists  are  a  clois¬ 
tered  lot.  only  talking  to  their  sources  and 
other  journalists,”  he  says.  “We  resist 
feedback.  We  should  write  how  and  why 
we  do  things.  Invite  contrary  opinion  and 
get  out  of  the  office.” 

Paul  Husselbee,  an  assistant  journalism 
professor  at  Lamar  University  in  Beau¬ 
mont,  Texas,  agrees  that  reporters  regard 
the  public  with  a  certain  disdain,  because 
they  don’t  know  the  business. 

“If  we  are  to  increase  credibility  with 
the  public,  that  attitude  has  to  change.” 
says  Husselbee. 

Mike  Pride,  editor  of  the  Concord 
Monitor  in  New  Hampshire,  feels  the 
credibility  of  newspapers  has  been  hurt  by 
being  lumped  in  with  the  media  in  gener¬ 
al.  “Overall  standards  over  what  gets  pub¬ 
lished  ...  are  changing,”  he  observes. 
“More  sources  of  information  means  a 
better-informed  public,  but  the  speed  of 
the  Net  and  the  lack  of  standards  for  Net 
publications  also  mean  more  mistakes  — 
big  ones  and  little  ones  —  and  more  diffi¬ 
culty  for  newspapers  in  keeping  up  and 
sorting  the  gtx)d  from  the  bad.” 

Steve  Geimann.  a  member  of  the  ASNE 
Journalism  Credibility  Project  and  past 
president  of  The  Society  of  Professional 
Journalists,  says  the  study  confirms  that 
“Journalists  and  journalism  appear  to  have 
forgotten  the  basic  mission  of  seeking 
truth  and  reptming  what  they  learn.” 

Pam  Johnson,  executive  editor  and  vice 
president  of  news  at  The  Arizona 
Rep.iblic,  suggests  that  newspapers  need 
to  do  a  better  job  in  explaining  to  readers 
see  ASNE  on  page  45 
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CONFERENCE  PLANNER 


SuperConference  examines  the 
state  of  newspaper  operations 

Combined  meetings  examine  production  and  packaging,  health  and  safety 


by  Jim  Rosenberg 

The  last  year  of  the  century  seems 
an  appropriate  juncture  to  assess 
newspaper  operations  and  to  con¬ 
sider  the  contributions  that  new  technolo¬ 
gies  may  soon  make. 

Anxiety  about  the  threat  to  systems 
from  the  looming  year-2000  calendar 
change  notwithstanding,  in  the  next  year 
the  U.S.  newspaper  industry  will  have  the 
benefit  of  at  least  some  live  production 
history  by  which  to  measure  the  worth  of 
newly  accepted  technologies:  shaftless 
press  operation,  computer-to-plate  out¬ 
put,  front  ends  that  run  groupware  on 
intranets,  software  to  manage  color  repro¬ 
duction.  workflow  and  multimedia  assets, 
and  enhanced  post-press  automation, 
from  inserting  to 
loading. 

Fittingly,  the 
year  begins  with 
the  Newspaper  Association  of  America’s 
(NAA)  SuperConference.  Returning  to 
Orlando,  the  annual  event  opens  Sunday. 
Jan.  10,  with  a  breakfast  meeting  explor¬ 
ing  Y2K  issues,  followed  by  afternoon 
primers  on  prepress  and  health  and  safety, 
then  capped  by  a  joint  prepress  and 
health-safety  evening  reception. 

The  5 '/2-day  1999  SuperConference 
reverses  the  usual  sequence.  Post-press 
sessions  run  on  Tuesday  and  Wednesday,  ! 
and  the  meeting  ends  at  noon  Friday,  j 
when  the  last  press  and  materials  session 
adjourns. 

BLURRING  OF  LINES 

One  consequence  of  technological 
change  is  the  increasing  blurring  of  lines 
separating  prepress,  press  and  post-press 
operations,  and  .several  SuperConference 
topics  highlight  the  inadequacy  of  such 
distinctions: 

•  Direct  digital  imaging  of  plates  will 
be  taken  up  by  the  conference’s  prepress 
track  and  press  and  materials  track. 

•  So  will  color  management  and  the 
International  Color  Quality  Club. 

•  Where  does  material  downloaded 


]  onto  the  flat-panel  screen  of  an  electronic 
!  book  fit?  Prepress,  for  its  electronic 
j  makeup  and  transmission;  press,  as  in 
j  production  of  the  final  product;  or  post- 
I  press  delivery  of  the  news  product  — 
when  in  fact  nothing  is  printed  and  cus- 
,  tomers  are  in  charge  of  delivery. 

'  •  As  software  assumes  greater  impor- 

I  tance  in  controlling  production  and  pack- 
I  aging  machinery,  the  press  and  materials 
segment  will  explore  the  year-2000  com- 
!  puter  bug  in  the  pressroom,  though  Y2K 
I  is  viewed  primarily  as  a  concern  of  busi- 
[  ness,  advertising  and  editorial  systems. 

•  Are  high-volume  color  digital  press¬ 
es  from  Xerox  or  IBM  prepress  devices 
—  essentially  big,  fast,  color  printers  — 

I  or  production  machines,  like  traditional 
j  printing  presses?  Alternatively,  how  are 
they  to  be  catego¬ 
rized  when,  in  the 
distribute-then- 
print  model,  they 
no  longer  function  in  the  traditional  pro¬ 
duction  sequence,  and  their  operation  is 
no  longer  under  a  publisher’s  control? 

Perhaps  only  by  20th-century  conven¬ 
tions  does  the  1999  SuperConference 
seem  out  of  order,  and  at  meetings  in  the 
21st  century  the  word  press  and  its  pre¬ 
fixes  will  eventually  disappear  ? 

The  prepress  segment  has  scheduled  a 
presentation  by  Quark  Inc.’s  new  chief 
operating  officer.  Chuck  Bland.  Hired  to 
improve  customer  relations,  he  should  be 
of  special  interest  because  Quark  is  form¬ 
ing  Quark  Marketing,  a  subsidiary  devot¬ 
ed  solely  to  the  publishing  industry  and 
the  QPS  and  QDMS  products.  Earlier  in 
the  year.  Quark  failed  to  acquire  rival 
Adobe  Systems,  which  in  spring  will  go 
head  to  head  with  QuarkXPress  when  it 
releases  its  K2  product. 

In  online  business  and  production, 
Houston  Chronicle  operations  vice  presi¬ 
dent  Jack  Stanley  reports  on  his  task 
force’s  work  to  devise  a  standard  for  the 
collection,  exchange  and  searching  of 
newspapers’  online  classified  ads. 

NAA  chairman  and  Lee  Enterprises 
CEO  Richard  D.  Gottlieb  opens  the  press 


and  materials  segment  by  considering  the 
costs  of  bad  printing  and  the  rewards  of 
good  printing. 

Among  promising  —  and  inexpensive 
—  new  technologies  to  be  examined  is 
RF  tagging,  and  whether  it  can  replace 
the  bar  codes  used  to  track  newsprint 
rolls.  A  small  device  inserted  into  a  roll’s 
core,  the  tag  identifies  all  pertinent  roll 
data  when  queried  by  an  electronic  sig¬ 
nal.  Unlike  bar  codes,  says  NAA  techni¬ 
cal  research  vice  president  John  lobst, 
the  tag  cannot  be  stripped  away,  tom  off 
or  made  unreadable,  and  reception  of  its 
radio-frequency  signal  depends  far  less 
on  roll  orientation  than  does  bar  code 
reading. 

Schedule  conflicts  forced  MediaNews 
Group  chief  William  Dean  Singleton  to 
turn  over  his  presentation  on  the  Quality 
Insert  Program,  which  he  has  led,  to 
Orlando  Sentinel  publisher  John  Puemer. 
Inserts  also  will  be  the  subject  of  two 
more  sessions  —  one  a  publishers’  panel 
and  the  other  following  the  life  of  an 
insert,  from  commercial  printer  to  news¬ 
paper  reader. 

POST-PRESS  ACTIVITIES 

Post-press  sessions  explore  the  use  of 
simulation  software  to  boost  efficiency 
and  aid  training  and  operational  manage¬ 
ment.  It  can  be  exploited  for  design  pur¬ 
poses,  and,  as  a  what-if  and  modeling 
application,  simulation  can  identify  areas 
where  floor  plans  impede  packaging  sys¬ 
tems  operation,  lobst  says. 

Then  there  are  treatments  of:  digital 
proofing;  press  inking  choices,  mainte¬ 
nance  and  refurbishing;  upgrading  and 
centralizing  production  plants;  newsprint 
web  widths,  optical  properties  and  sour¬ 
ces;  approaches  to  pagination;  and  bench¬ 
marking  packaging  center  operations. 

Suppliers’  panels  are  usually  moderat¬ 
ed  by  a  newspaper  executive.  Press  mak¬ 
ers  should  prove  especially  interesting 
this  time  out  in  view  of  industry  giant 
Heidelberger’s  announcement  of  ambi¬ 
tious  plans  to  design  and  sell  newspaper 
presses.  Hi 


'  SuperConference 


1  0 


EDITOR  &  PUBLISHER  /  DECEMBER  19.  1998 


www.mediainfo.com 


Grants’  largess  benefits  many 


by  Ken  Liebeskind 

It  certainly  is  the  season  for  newspaper 
grants  and  fellowships.  Among  the 
benefactors  who  recently  announced 
awards  are  the  Times  Mirror  Co.,  the  Pew 
Center  for  Civic  Journalism,  the  Meredith 
Corp.  and  the  Freedom  Forum. 

Times  Mirror,  which  publishes  the  Los 
Angeles  Times,  New  York  Newsday  and 
other  papers,  has  awarded  $1  million  to 
Columbia  University  to  fund  the  Times 
Mirror  David  Laventhol  Chair,  a  visiting 
professorship  at  the  Columbia  Journalism 
School.  Laventhol  is  a  distinguished  jour¬ 
nalist  and  former  president  of  Times  Mirror. 

Mark  Willes,  Times  Mirror's  chairman, 
calls  the  grant  “a  unique  way  to  recognize 
David’s  enormous  contributions  to  the 
company,  and  to  underscore  our  commit¬ 
ment  to  quality  journalism.” 

The  first  recipient  of  the  grant  is  Les 
Payne,  assistant  managing  editor  at 
Newsday,  who’s  expected  at  Columbia  in 
January. 

The  Pew  Center  for  Civic  Journalism,  in 
Alexandria,  Va.,  will  award  S30(),tXX)  to  15 


papers  around  the  country.  Each  paper  will 
receive  approximately  $20,000  to  pursue 
projects  the  Pew  Center  deems  worthy, 
including  a  variety  devoted  to  online  and 
social  issues. 

Among  the  recipients  are  the  Portland 
(Maine)  Press  Herald,  which  will  receive 
money  to  fund  a  teen-centered  Web  site 
and  the  Chicago  Reporter,  which  will 
receive  money  to  examine  the  state  of  com¬ 
munity-police  relations. 

Meredith  Corp.,  publisher  of  Better 
Homes  and  Gardens,  Ladies  Home  Journal 
and  other  magazines,  awarded  $1.1  million 
to  Drake  University’s  School  of  Journalism 
and  Mass  Communication  to  endow  a  cen¬ 
ter  for  magazine  studies. 

The  center,  which  will  open  during  the 
next  school  year,  will  develop  programs  for 
magazine  professionals  and  journalism 
students. 

Helen  K.  Copley,  publisher  of  the  San 
Diego  Union-Trihune,  has  contributed  $1 
million  toward  the  University  of 
California,  San  Diego’s  proposed  college- 
prep  charter  .school  to  help  low-income 
students  enter  college. 


The  gift,  coupled  with  another  $1  million 
from  San  Diego  Padres  owner  John  Moores 
and  his  wife.  Becky,  put  the  funding  drive 
over  $10  million  en  route  toward  $13.1  mil¬ 
lion  needed  to  build  and  furnish  the  school. 

The  Freedom  Forum.  Alexandria,  Va.,  is 
renowned  for  providing  many  fellowships 
to  writers,  some  of  them  newspaper-orient¬ 
ed.  Next  year,  it  plans  to  award  a  fellowship 
to  study  newspaper  front  pages  that  are  col¬ 
lected  at  the  Freedom  Forum’s  Newseums 
in  Washington  and  New  York. 

The  recipient  of  the  fellowship  hasn’t 
been  determined  yet  but  will  be  early  next 
year. 

The  Freedom  Forum  will  also  continue 
awarding  other  journalism  fellowships, 
including  Journalism  in  Residence  pro¬ 
grams  that  bring  foreign  journalists  to  the 
United  States,  and  a  North  American  pro¬ 
gram  that  allows  U.S,,  Canadian  and 
Mexican  journalists  to  work  in  other  North 
American  countries. 


Liebeskind  is  a  New  York-based 
freelance  writer. 


Should  AP  serve  enllne  portals? 


by  Peter  M.  Zollman 

Should  The  Associated  Press  (AP), 
the  news  cooperative  owned  by 
U.S.  newspapers,  serve  Yahoo  and 
the  other  Internet  portals  —  even  though 
they  are  snatching  a  substantial  percent¬ 
age  of  online  news  traffic?  Several  news 
executives  asked  this  question  at  the 
recent  Jupiter  Communications  Digital 
News  Forum,  held  in  Atlanta. 

After  all,  as  Ron  Martin,  editor  of  the 
Atlanta  Journal  and  Constitution,  pointed 
out,  the  AP  was  formed  as  a  membership 
cooperative  in  order  to  allow  newspaper 
members  to  share  stories  among  them¬ 
selves.  Each  newspaper  member  was 
expected  to  contribute  its  local  content  to 
the  AP  for  sharing. 

Hank  Ackerman,  a  senior  AP  marketing 
executive  who  attended  the  conference, 
agreed  in  an  interview  that  the  portal  issue 
is  a  conundrum  for  the  cooperative.  “The 
key  to  the  question  of  AP  providing  news 
content  to  the  commercial  market  is  that  we 
have  been  doing  this,  step  by  step,  since  the 


early  1980s.  with  the  direction  of  the  board 
of  directors,”  he  said.  The  board  is  made  up 
of  newspaper  and  broadcast  executives. 

"The  material  we  are  providing  is  gen¬ 
erally  AP  staff-produced,  not  member¬ 
generated  material.”  Ackerman  said.  “Very 
largely  and  broadly,  this  is  material  that 
these  commercial  members  could  get  from 
another  source.  The  important  thing  is  that 
the  revenue  produced  provides  an  ongoing 
way  to  fund  our  coverage  and  helps  keep 
.  .  .  rates  to  our  members  from  growing  so 
fast.  We  do  get  direction  from  our  mem¬ 
bers  (in  this  area)  and  we  have  been  fol¬ 
lowing  the  guidelines  they  set  for  us.” 

“(Serving  portals)  does  change  the 
nature  of  the  cooperative,”  said  the  Atlanta 
Journal  and  Constitution’s  Martin. 
“What’s  AOL  contributing?  1  haven’t  seen 
much.”  But  he  and  several  panelists 
agreed  that  cutting  off  the  portals  from  AP 
copy  would  not  necessarily  be  in  the 
newspapers’  best  interests,  either,  because 
the  Internet  juggernauts  could  then  buy 
their  news  from  Reuters.  Bloomberg  or 
other  for-profit  news  services.  Thus,  AP 


and  the  newspapers  would  not  receive  the 
benefit  from  the  service  fees  that  portals 
are  now  paying. 

“Certainly,  the  AP  may  need  to  look  for 
a  different  business  model  if  the  only  way 
it  can  make  money  is  to  [give]  news  to  our 
competitors.”  said  Marc  Teren.  president 
and  publisher  of  Washingtonpost. News¬ 
week  Interactive.  Martin  Nisenholtz.  pres¬ 
ident  of  The  New  York  Times  Electronic 
Media  Co.,  said  he  was  extremely  con¬ 
cerned  about  the  ethics  of  many  portals, 
which  are  actually  being  paid  to  carry  cer¬ 
tain  content  rather  than  the  traditional 
model  of  paying  for  content. 

“The  portals  don’t  disclose  when 
they’re  being  paid  for  the  content  and 
when  they  are  being  paid  to  display  the 
content,”  Nisenholtz  said.  “In  essence, 
(online  news  consumers)  are  depending 
on  this  information,  and  the  information  is 
not  necessarily  the  best  information,  but 
it’s  coming  from  the  highest  bidder.”  ■■ 


Zollman  is  a  consultant  in  interac¬ 
tive  media  services. 
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Race  into  cyberspace 
gushes  $801111  red  ink 

Net’s  net:  Newspapers  mount  costly  war  of  attrition, 
but  the  Web  returns  only  mounting  losses 


by  Robert  Neuwirth 

We  have  seen  the  future  —  and 
boy  does  it  cost.  At  the 
PaineWebber  media  conference 
in  New  York  this  month,  newspaper  exec¬ 
utives  reaffirmed  their  commitment  to 
win  a  place  in  cyberspace  —  but  acknowl¬ 
edged  it  won’t  be  cheap.  In  fact,  newspa¬ 
per  Web  sites  are  on  pace  to  lose  more 
than  $80  million  this  year  —  and  that’s 
just  at  the  handful  of  public  companies 
that  have  fessed  up.  The  fight  for  a  toehold 
in  the  wired  world  is  shaping  up  to  be  a 
war  of  attrition. 

Times  Mirror  —  with  seven  newspa¬ 
pers  plus  magazines  and  speciality  titles 
online  —  expects  Internet  losses  to  soar 


from  $20  million  this  year  to 
$30  million  in  1999. 

Tribune  Co.  —  with  four 
newspaper  Web  sites  in  oper¬ 
ation  —  expects  them  to 
hemorrhage  $35  million  in 
1998  and  again  in  1999. 

Knight  Ridder  —  which 
moved  to  Silicon  Valley  this 
year  in  part  to  be  closer  to  the 
heart  of  its  new  media  ven¬ 
tures  —  has  found  that  prox¬ 
imity  and  profit  are  not  neces- 
.sarily  synonymous.  It  projects 
$23  million  in  red  ink  from 
online  activities  in  1998. 

New  York  Times  Co.  re¬ 
ports  online  losses  at  The 


“We’ve  been  more 
successful  than  we 
expected  in  all 
respects  but  one  — 
which  unfortunately 
happens  to  be  profit.” 

-  Donald  Graham,  CEO, 
Washington  Post  Co. 


New  York  Times,  Boston  Globe  and  21 
smaller  papers  will  hit  $10  million  to  $15 
million  in  1998. 

The  Washington  Post  Co.  refused  to 
reveal  its  bottom  line,  but  president  Alan 
Spoon  says  the  Web  creates  “substantial 
losses,’’  and  profitability  is  “a  long  way 
off.”  Adds  CEO  Donald  Graham,  “We’ve 
been  more  successful  than  we  expected  in 
all  respects  but  one  —  which  unfortunate¬ 
ly  happens  to  be  profit.” 

Central  Newspapers  —  led 
by  the  Arizona  Republic  and 
Indianapolis  Star/News  — 
contends  it  is  breaking  even 
on  the  Web,  spending  $12  mil¬ 
lion  and  making  $12  million. 
But  Central  admits  that  virtu¬ 
al  job  fairs,  run  through  a  sub¬ 
sidiary,  account  for  as  much 
as  half  the  earnings.  Without 
that  income,  the  newspaper 
Web  sites  are  in  the  red. 

Two  bright  spots: 

Gannett  Co.,  the  nation’s 
largest  newspaper  publisher, 
says  USA  Today's  Web  site 
became  profitable  in 
September.  Publisher  Tom 
Curley  says  a  hefty  chunk  of 
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Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1  

12/16/98 

12/9/98 

12/16/97 

T— 

1?/16/98 

12/9/98 

A.H.  Belo  Corp.  (NY) 

17.750 

18.688 

24.875 

\  McClatchy  Co.  (NY) 

30.938 

32.563 

28.187 

American  Media  Inc.  (NY) 

4.313 

4.500 

7.375 

Media  General  Inc.  (AM) 

44.375 

46.688 

41.500 

Central  Newspapers  Inc.  (NY) 

66.063 

67.250 

68.875 

New  York  Times  Co.  (NY)+++ 

33.938 

33.938 

32.594 

Dow  Jones  &  Co.  Inc.  (NY) 

46.188 

47.938 

53.937 

News  Corp.  Ltd. 

23.688 

26.188 

21.625 

E.W.  Scripps  Co.  (NY) 

49.250 

51.125 

45.125 

1  Pearson  Ltd. 

19.125 

19.875 

8.290 

Gannett  Co.  Inc.  (NY) 

62.063 

65.000 

60.375 

Pulitzer  Publishing  Co.  (NY) 

76.625 

80.625 

57.250 

Gray  Comm.  Sys.  (NY) 

18.250 

18.438 

25.937 

'  Quebecor  Inc.  Class  A 

21.375 

20.750 

27.000 

Harte-Hanks  Inc.  (NY)++ 

25.000 

25.000 

33.062 

*  Sun  Media  Corp.  (TSE)* 

21.550a 

20.900a 

13.500 

Hollinger  International  (NY) 

13.875 

12.875 

13.750 

'  Thomson  Corp.  (TSE) 

36.000a 

36.500a 

37.700a 

Journal'Register  Co.  (NY) 

12.750 

14.563 

18.500 

i  Times  Mirror  Co.  (NY) 

54.688 

57.250 

59.375 

Knight  Ridder  (NY) 

49.000 

50.875 

51.875 

i  Tribune  Co.  (NY)** 

62.375 

63.688 

59.875 

Lee  Enterprises  Inc.  (NY) 

28.438 

28.625 

28.562 

!  Washington  Post  Co.  (NY) 

537.125 

530.750 

486.937 

*  Initial  public  offering  closed  on  12/15/97 

+ 

^djusted  for  2-for-1  stock  spiit  as  of  6/5/98  (a)  Canadian  dollars 

**  Adjusted  for  2-for-1  stock  split 

++ 

Adjusted  for  2-for-1  stock  split  as  of  3/16/98 

+++ 

Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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its  earnings  sprang  from  electronic  commerce  fees. 

And  Dow  Jones’  Wall  Street  Journal  Interactive,  which 
charges  a  subscription  fee.  expects  to  turn  a  profit  in  1999.  Its 
corporate  online  services  —  Dow  Jones  Newswires  and  Dow 
Jones  Interactive  —  will  run  higher  profits. 

Newsprint  prices  stabie 

This  might  qualify  as  the  newspaper  industry’s  silver  lining. 
While  a  lumbering  economy  is  expected  to  slow  revenue 
growth,  newsprint  prices  are  projected  to  decline  in  1999. 

Reduced  demand  from  Asia,  coupled  with  firmer  supplies  now 
that  the  Abitibi-Consolidated  strike  is  over,  should  result  in  lower 
newsprint  costs  next  year,  newspaper  executives  say.  Helping  to 
keep  prices  down  is  the  fact  that  more  newspapers  have  convert¬ 
ed  to  narrower  page  widths  to  cut  co.sts  and  consumption. 

This  environment  will  “eventually  result  in  newsprint  price 
decreases.”  New  York  Times  Co.  chief  financial  officer  John  M. 
O’Brien  tells  analysts.  "Thus  from  a  pricing  perspective, 
newsprint,  at  worst,  will  be  flat  with  last  year.” 

Times  Mirror  Co.,  which  has  309f  of  its  newsprint  orders  tied 
up  in  swaps  to  guarantee  stable  prices  (E&P,  Dec.  12,  p.  18) 
projects  prices  to  be  “below  $600  per  ton  —  but  not  a  lot 
below,”  says  chief  financial  officer  Thomas  Unterman. 

Indian  paper  sold 

The  Oneida  Indian  Nation,  a  New  York  state  tribe,  purchased 
Indian  Country  Today  from  its  founding  publisher.  Started  as  the 
Lakota  Times  in  1 98 1 ,  it  was  sold  at  reservations  throughout  the 
Midwest.  Publisher  Tim  Giago  changed  the  name  in  1992  to 
reflect  its  national  readership.  The  Oneida  tribe,  which  operates 
a  casino  near  Syracuse,  N.Y.,  says  it  will  run  the  25.(XX)-circula- 
tion  weekly  through  an  independent  corporation.  Plans  call  for 
maintaining  newspaper  operations  in  Rapid  City,  S.D.,  possibly 
moving  the  head  office  to  New  York  state,  reopening  news 
bureaus  and  hiring  more  reporters. 

Community’s  haul 

For  an  investor  used  to  low  yield  bonds,  newspapers  offer  an 
amazing  profit  rate.  So  says  David  Bronner,  CEO  of  Retirement 
Systems  of  Alabama,  which  bankrolled  Community  Newspaper 
Holdings  Inc.’s  $475  million  purchase  of  28  dailies  from  Hollinger 
International.  “The  bond  market  is  returning  6%  to  7%,”  Bronner 
told  tbe  Mont^omeiy  Advertiser.  “With  newspapers  I’m  getting  97c 
to  1 0.5%.”  So  far,  the  pension  group  has  put  $  I .  I  billion  —  5%  of 
its  total  portfolio  —  into  Birmingham.  Ala.-ba.sed  CNHI.  In  the 
latest  deal.  CNHI  picks  up  the  Athens  News  Courier  and  Cullman 
Times  in  Alabama;  Harrison  Daily  Times  in  Arkansas:  New 
Albany.  Ind..  Trihune',  in  Kentucky,  the  Corbin  Times-Trihune, 
Harlan  Daily  Enterprise.  Middlesboro  Daily  News  and 
Richmond  Register,  Laurel  (Miss.)  Leader-Calk,  Beatrice  (Neb.) 
Daily  Suir,  Oswego,  N.Y.,  Palladium-Times-,  Tarboro,  N.C., 
Daily  Southerner,  Oklahoma’s  Ada  Evenini>  News,  Duncan 
Banner,  Enid  News  &  Eaf>le  and  Woodward  News'.  Pennsylva¬ 
nia’s  Johnstown  Tribune-Democrat  and  Meadville  Tribune-,  in 
Texas,  the  fi/g  Sprinf;  Herald,  Corsicana  Daily  Sun,  Del  Rio 
News-Herald,  Greenville  Herald-Banner,  Huntsville  Item, 
Me.xia  Daily  News,  Orange  Leader.  Port  Arthur  News  and  San 
Marcos  Daily  Record',  and  the  Fairmont,  W.Va.,  Times  West 
Virginian.  Twenty-one  weeklies  were  also  included  in  the  deal. 
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E6fP  VIEWPOINT 


nademarics  need  defending, 
today  mere  than  ever 


The  press  has  always  been  ambivalent 
about  trademarks.  On  the  one  hand, 
journalists  great  and  humble  know  in 
their  bones  the  value  of  a  trademark:  Just 
ask  Eppie  Lederer  what  it  means  to  be  “Ann 
Landers,"  or  ask  a  cub  reporter  what  it 
means  to  be  calling  “from  The  Times.”  On 
the  other  hand,  reporters  just  can’t  seem  to 
resist  the  occasional  abuse  of  a  trademark: 

Unsuccessful  muggers  must  be  “Maced,” 
and  on  the  first  nice  day  of  spring  the  lake- 
front  is  thronged  with  “Rollerbladers.” 

Editor  &  Publisher  —  note  the  amper¬ 
sand,  please  —  launched  its  annual  trade¬ 
marks  special  section  15  years  ago  precise¬ 
ly  to  guide  everyone  —  from  copy  editors  to  publishers  —  through  the  thicket  of  legal, 
ethical  and  business  issues  arising  from  trademarks  and  copyrights.  It  was  also  intend¬ 
ed  to  reinforce  on  the  sometimes  ambivalent  press  the  critical  importance  of  trademarks 
to  advertisers,  marketers  and  newspapers  themselves. 

Never  has  this  message  taken  on  more  importance,  however,  than  since  the  explosive 
growth  of  the  Internet.  For  all  its  benefits  to  communications  and  commerce,  the  World 
Wide  Web  is  also  a  trademark  abuser’s  dream  machine  —  and  newspapers  seem  to  be  a 
favorite  target.  Two  years  ago  in  our  trademark  section,  Gannett  Co.’s  legal  counsel 
warned  that  hate  groups  could  establish  hyperlinks  to  newspaper  Web  sites  in  a  way  that 
cripples  journalistic  credibility.  In  October,  that  nightmare  came  true  with  a  chilling 
twist.  Someone  registered  Web  addresses  that  were  variations  on  the  names  of  a  dozen 
newspapers  —  and  sent  unsuspecting  users  into  a  white-supremacist  site. 

It’s  not  just  hate-mongers:  Pomographers,  phony  financial  “advisers,”  obsessive 
spammers  and  others  are  appropriating  valuable  newspaper  trademarks,  and  copyrights, 
with  appalling  regularity.  An  especially  galling  sub-species  of  these  Internet  pirates  are 
those  “legitimate”  sites  that  pretend  they  see  nothing  wrong  with  “framing”  a  newspa¬ 
per’s  online  journalism  with  their  own  advertisements. 

Not  surprisingly,  then,  half  of  the  articles  in  last  week’s  special  section  (Dec.  12) 
focus  entirely  on  the  Web.  The  good  news  we  reported  was  that  intellectual  property  law 
is  beginning  to  catch  up  with  the  challenge  of  cyberspace.  The  most  important  lesson 
for  newspapers,  however,  is  one  we  have  been  preaching  since  long  before  the  rise  of 
the  Web:  Protect  your  trademarks  best  by  defending  them  vigorously  every  time  they’re 
abused  —  and  by  respecting  the  proper  use  of  other  companies’  trademarks,  as  well. 
Sound  advice  for  copyrights,  too. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22.  1884;  Newspaperdom,  March  1892; 

The  Fourth  Estate.  March  1.  1894;  Editor  &  Publisher.  June  29.  1901;  Advertising,  June  22,  1925. 


Hate-mongers, 
pomographers  and 
phony  ‘financial 
advisers’  appropriate 
newspaper  property 
with  appalling 
regularity. 
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Regarding 

recycling 

In  regard  to  your  cover  story.  Nov.  28, 
(E&P,  p.  20)  on  recycled  newsprint  — 
“States  ax  strict  recycling  laws”  —  while 
the  general  sense  appeared  correct,  some 
items  relative  to  newsprint  recycling  in 
Connecticut  should  be  corrected  or  noted: 

1  It  was  the  state  representatives,  not 
newspaper  publishers,  of  the  lO-state 
Northeast  Recycling  Council  (NERC)  who 
adopted  the  recommendations  of  their  task 
force  Oct.  22  in  Springfield.  Mass.,  subject 
to  the  acceptance  of  the  minimum  require¬ 
ment  of  27%  recycled  newsprint  used  by 
companies/publishers  who  buy  at  least 
80%  of  the  newsprint  used  in  the  produc¬ 
tion  of  daily  newspapers  in  the  NERC 
region,  including  New  England.  New  York. 
New  Jersey,  Pennsylvania  and  Delaware. 
As  most  publishers/newspaper  companies 
have  not  seen  the  final  task  force  recom¬ 
mendations.  these  commitments  are  not 
formally  in  place  yet.  But  it  is  not  antici- 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Dec.  18,  1948 

World  Publishing  Co.,  parent  com¬ 
pany  of  the  Tulsa  World  in  Oklahoma, 
asks  the  U.S.  Supreme  Court  to  over¬ 
turn  lower  court  rulings  limiting  its 
ability  to  accumulate  funds. 

The  case  centers  on  Section  102  of 
the  Internal  Revenue  Code.  The  com¬ 
pany  asks  the  court  to  decide  whether 
it  was  permissible  to  accumulate  earn¬ 
ings  above  “reasonable  needs”  of  the 
business  during  the  World  War  II 
years  of  1942-43,  or  whether  the 
move  was  intended  to  avoid  a  surtax 
on  shareholders. 

The  paper  is  appealing  more  than 
$40,000  in  tax  penalties. 


Joseph  W.  Frazer,  president  of 
Kaiser-Frazer  Corp.,  the  nation’s 
fourth  largest  auto  manufacturer,  calls 
on  Detroit  to  mount  auto  shows 
around  the  country  in  an  effort  to  bet¬ 
ter  market  cars. 

“Newspapers  can  again  take  the 
lead  in  restoring  the  automobile  show 
to  its  rightful  place,”  comments 
Frazer,  whose  company  has  spent  up 
to  50%  of  its  marketing  budget  on 
newspapers. 


pated  that  there  will  be  a  problem  in 
achieving  this  level  of  acceptance. 

2  To  state  that  “Connecticut’s  legisla¬ 
tors  agreed  to  go  along  with  NERC’s  plan 
for  a  27%  floor”  is  incorrect.  The  legisla¬ 
tion.  passed  in  the  1998  session  of  the 
Connecticut  General  Assembly  and  effec¬ 
tive  Oct.  1,  1998,  modified  the  existing 
recycled  newsprint  law  so  that  if  Con¬ 
necticut  publishers  cannot  meet  the  pre¬ 
sently  prescribed  percentage  of  recycled 
newsprint,  the  commissioner  of  the  state 
Department  of  Environmental  Protection 
is  to  consult  with  NERC  on  an  appropriate 
level.  We  have  received  preliminary  indi¬ 
cations  that  Connecticut’s  environmental 
regulators  will  for  the  next  three  years 
accept  NERC’s  recommended  27%  —  if 
the  agreement  is  accepted  by  80%  of  the 
NERC  area  consumers  of  newsprint. 

There  is  not  yet  a  legal  requirement  for 
Connecticut’s  DEP  to  accept  27%,  or  any 
other  proportion  of  recycled  fiber  content, 
other  than  as  presently  proscribed  by  law 
(for  example,  50%  in  2(XX)).  We  are.  how¬ 
ever,  confident  that  NERC  consumers  and 
the  Connecticut  DEP  will  then  accept  a 
recycled  content  of  27%. 


Dick  King 
executive  director, 
Connecticut  Daily  Newspapter 
Association. 

Hartford,  Conn. 

Stop  calling  us 
names,  PR  pleads 

In  response  to  a  your  article  on  the 
value  of  public  relations  ("PRWeek  goes 
Yankee.”  Nov.  28,  p.  31).  isn’t  it  time 
E&P  stopped  using  the  insulting  and 
dated  term  flack  to  describe  public  rela¬ 
tions  professionals. 

First  off,  few  PR  professionals  working 
today  are  old  enough  to  know  the  word’s 
derivation  from  an  acronym  for  a  German 
anti-aircraft  gun  in  World  War  II.  To  say, 
“I  got  home  past  curfew  and  caught 
‘flack’  from  my  parents.”  would  be 
acceptable  usage.  But  to  call  public  rela¬ 
tions  people  by  that  name  implies  that  we 
mindlessly  send  out  news  releases  hoping 
we’ll  hit  some  editor  with  something  they 
don’t  want  to  collide  with. 

Debate  about  the  value  of  PR  profes¬ 
sionals  can  go  on  endlessly.  Everyone  is 
entitled  to  an  opinion.  Regardless  of  your 
experiences  with  PR  people,  we  do  not 
deserve  the  pejorative  and  silly  term 
“flack.”  It  does  not  describe  our  work  or 


You  don’t  call 
reporters  “hacks,” 
so  why  call  PR  people 
“flacks”? 

our  purpose  in  promoting  open  and  vigor¬ 
ous  public  debate  over  issues. 

If  you  think  this  is  being  overly  sensi¬ 
tive.  do  you  call  journalists  “hacks”? 
Derived  perhaps  from  the  clop,  clop  beat 
of  horses  hooves  as  in  “hackney,”  the  term 
plays  off  the  choppy  writing  style  of  wire 
service  stories  back  in  the  “old  days.”  It 
also  refers  to  “hackneyed.”  as  in  hack¬ 
neyed  expressions  often  used  in  journal¬ 
ism.  For  example,  “The  White  House  was 
shrouded  in  a  cloak  of  secrecy.” 

Journalists  don’t  write  like  that  any 
more  and  don’t  deserve  to  be  called  hacks. 
Likewise,  public  relations  people  don’t 
deserve  to  be  called  flacks.  So  let’s  get 
with  the  ’90s  and  please  be  a  little  more 
politically  correct  about  my  life’s  work  as 
a  PR  professional. 

I  hope  you  will  consider  these  thoughts 
and  banish  the  word  flack  from  your  pages. 

Dick  Pirozzolo 
Pirozzolo  Co.  Public  Relations, 
Wellesley,  Mass. 

Monitor 
challenged 
on  content 

Although  it’s  interesting  to  read  of  the 
Christian  Science  .Monitor's  "makeover” 
—  downstyle  headlines  and  whatnot  — 
readers  should  not  be  misled. 

Although  CSM  is  gussied  up,  it’s  still 
the  same  dishonest  rag  it  always  has  been. 
There’s  no  change  in  the  severely  biased 
reporting.  The  incessant  Israel/Jew-bash- 
ing  has  not  gone  away.  Nor  has  the  strong 
liberal  slant  changed.  And  it  continues  its 
endless  yammering  and  slurs  against  the 
Second  Amendment. 

Now  that  the  editors  have  redone  the 
outside  they  ought  to  consider  cleaning  up 
the  dishonesty  and  bias  that  has  always 
epitomized  the  CSM.  Now  THAT  unlikely 
event  would  be  a  REAL  story! 

Joel  Anders 
Los  Angeles 
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ESPB 


BOSTON  GLOBE 

JACK  HAYON  to  vice  president  of 
finance  at  The  Boston  Globe,  from  vice 
president  of  corporate  information  sys¬ 
tems.  New  York  Times  Co. 

CALIFORNIAN 

MALI  PONNIKAS  to  market  devel¬ 
opment  director  at  The  Californian, 
Salinas,  Calif.,  from  market  development 
director,  Chillicothe  Gazette  in  Ohio. 

CHICAGO  TRIBUNE 

DENISE  PALMER  to  vice  president/ 
development,  strategy  and  finance  at  the 
Chicago  Tribune,  from  vice  president/ 
strategy  and  finance. 

DAILY  JOURNAL 

CHARLES  W.  NLTT  to  president  and 
publisher  at  The  Daily  Journal  in 
Vineland,  N.J.  He  remains  editor. 

GRAND  RAPIDS  PRESS 

MARTHA  THOMPSON  to  circula¬ 
tion  director  at  The  Grand  Rapids  Press  in 
Michigan,  from  circulation  director  at  the 
Daily  News  of  Los  Angeles. 


THOMPSON 

GRAND  RAPIDS 
PRESS 


KRECKLOW 
MORRIS 
COMMUNICA¬ 
TIONS  CORP. 


Mainstream  Publications  Wisconsin 

has  sold 

New  Richmond  (WI)  News 

(4,200  paid  weekly  circulation) 


Red  Wing  Publishing 

of  Red  Wing,  Minnesota 

We  are  proud  to  have  represented 
Mainstream  Publications  Wisconsin  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


ESKOW 

TACONIC  MEDIA 


BAXTER 

TIMES 

HERALD-RECORD 


INTERNATIONAL 
HERALD  TRIBUNE 

PETER  (JREEN  to  operations  direc¬ 
tor  at  the  Paris-based  International  Herald 
Tribune,  from  prepress  director  at  The 
European.  IHT  is  owned  by  The  New  York 
Times  and  The  Washington  Post. 

JOURNAL  REVIEW 

HOWARD  HEWITT  to  editor  at  the 
Crawfordsville.  Ind..  Journal  Review,  from 
publisher  with  Twin  States  Publishing. 

MORRIS  COMMUNICATIONS 

MIKE  HENGEL  to  regional  manager 
for  a  group  of  six  Morris  Communica¬ 
tions  Corp.  papers  in  Oklahoma.  Kansas 
and  Missouri.  He  remains  as  publisher  of 


P*****^  ^  I»S« 
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the  Log  Cabin  Democrat,  Conway,  Ark. 

ROBB  KRECKLOW  to  regional 
manager  for  a  group  of  Morris  papers  that 
includes  The  Brainerd  (Minn.)  Daily 
Dispatch,  Dodge  City  (Kan.)  Daily 
Globe,  The  Newton  (Kan.)  Kansan', 
Yankton  (S.D.)  Publishing  Group  and 
York  (Neb.)  News-Times.  Krecklow 
retains  responsibilities  as  publisher  and 
editor  at  The  Grand  Island  (Neb.) 
Independent. 

POYNTER  INSTITUTE 

LILLIAN  RAE  DL'NLAP  to  profes¬ 
sor  in  residence  at  the  Poynter  Institute 
School  for  Media  Studies  in  St. 
Petersburg.  Fla.,  from  professor  of  broad¬ 
casting  at  the  University  of  Missouri. 

SOUTHERN  NEWSPAPER 
PUBLISHERS  ASSOCIATION 

WILL  MORRIS,  president  of  Morris 
Communications  Corp.,  elected  to  a  three- 
year  term  on  the  board  of  trustees  of  the 
Southern  Newspaper  Publishers  Associa¬ 
tion  Foundation. 

TACONIC  MEDIA 

DENNIS  ESKOW,  former  national 
editor  for  The  Associated  Press,  to  colum¬ 
nist  for  seven  weeklies  in  Taconic  Media 
Newspapers,  based  in  Millbrook,  N.Y.  He 
will  write,  on  a  one-year  contract,  “Notes 
From  Paradise,”  a  weekly  column  on 
small-town  life. 

TIMES  HERALD-RECORD 

WILLIAM  A.  BAXTER  to  advertis¬ 
ing  director  at  the  Times  Herald-Record  of 
Middletown,  N.Y.,  from  advertising  direc¬ 
tor  at  the  Norwich  (Conn.)  Bulletin. 

USA  TODAY 

JACKI  BRACKENSICK  to  vice  pres¬ 
ident  advertising  sales  at  USA  Today, 
based  in  Arlington.  Va.,  from  director  of 
national  circulation  sales.  She  is  responsi¬ 
ble  for  all  national  travel  ad  accounts. 

LORI  ERDOS  to  vice  president  adver¬ 
tising  sales,  from  director  of  advertising 
sales.  She  is  responsible  for  New  York 
advertising  sales. 
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ilEWSPrOPLE _ 

by  Joanne  Messina 


Exgp  OBITUARIES 


JOAN  BECK,  75,  a  groundbreaking 
journalist  who  was  a  staff  writer  and 
columnist  for  48  years  at  the  Chicaf’o 
Tribune,  died  of  pneumonia  Dec.  12. 
During  her  career  she  covered  an  array  of 
social  issues.  In  1975,  she  left  her  Job  as 
daily  features  editor,  became  the  first 
woman  to  sit  on  the  paper's  editorial 
board  and  began  writing  a  column  she 
continued  until  a  week  before  she  died. 
The  last  installment  appeared  in  the 
Dec.  6  Tribune. 

In  1994.  the 
American  Society 
of  Newspaper  Edi¬ 
tors  honored  her 
work  with  its  award 
for  best  commen¬ 
tary  writing.  She  is 
a  member  of  the 
Chicago  Journalism 
Hall  of  Fame. 

DONALD  W.  BEDELL.  74.  a  former 
Journalist  at  The  Wall  Street  Journal  who 
later  became  a  civil  trial  attorney  in  New 
Jersey,  died  Dec.  10.  As  a  WSJ  Journalist 
in  the  '40s  and  '50s,  he  covered  New 
York  City  Hall  and  business. 

NORMAN  BRADBLRY  BLAKE, 
84.  former  owner  and  later  publisher  of 
the  West  Virginia  Daily  News,  died  Dec. 
12.  His  paper  was  the  first  to  use  offset 
printing  in  West  Virginia. 

DONALD  B.  CAMPBELL.  75.  owner 
and  publisher  of  The  Columbian  in 
Vancouver,  Wash.,  which  he  inherited 
from  his  father,  died  Dec.  7.  He  started  as 
business  manager  in  1951  and  became 
co-publisher  with  his  brother.  Jack,  in 
1962.  During  his  tenure,  the  paper's  cir¬ 
culation  increased  from  1 1 .000  to  55,000 
currently. 

WALLACE  EDWARD  CLAYTON. 
77.  publisher  of  The  Tombstone  (Ariz.) 
Epitaph,  died  Dec.  9.  He  turned  the 
weekly  paper  into  the  well-known 
monthly  “national  newspaper  of  the  Old 
West.”  In  1996,  the  Society  of  Pro¬ 
fessional  Journalists  recognized  the 
Epitaph  as  a  National  Historic  Site  in 
Journalism. 

MARILYN  MAGNESS,  56,  a  report¬ 
er  at  the  Winston-Salem  (N.C.)  Journal 
from  1968  to  1969,  died  Dec.  10.  Prior  to 


her  post  in  North  Carolina,  she  worked  at 
the  Cincinnati  Post  and  the  Evansville 
(Ind.)  Press. 

FRANK  J.  O’NEILL,  74.  publisher  of 
California's  Redwood  City  Tribune  until 
its  merger  with  the  Palo  Alto  Times  in 
1979.  died  Dec.  5. 

After  working  in  San  Francisco-area 
newspapers  for  44  years,  his  last  title  was 
publisher  of  the  Redwood  City  Times  and 
vice  president  and  treasurer  of  Peninsula 
Newspapers  Inc. 

GERALD  WALTER  PATTLLLO, 
67,  a  reporter  for  Press  Publications  of 
Elmhurst.  Ill.,  during  the  1960s.  died 
Dec.  12.  He  covered  the  local  politics, 
wrote  a  general-interest  column  and  acted 
as  managing  editor  for  the  weekly  news¬ 
paper  group.  He  also  wrote  freelance  arti¬ 
cles  for  various  publication  including  the 
Chicago  Sun-Times. 

JEAN  CHALMERS  SMITH.  80,  a 
former  music  writer  and  reporter  at  the 
Atlanta  Journal,  died  of  ovarian  cancer 
Dec.  13. 


The  John  B.  Oakes  Award  for 
Distinguished  Environmental  Journal¬ 
ism  went  to  The  Seattle  Times  reporters 
Deborah  Nelson.  Jim  Simon.  Eric  Nalder 
and  Danny  Westne  for  their  six-part 
series,  “Trading  Away  the  West.”  They 
share  the  $5,000  prize,  awarded  Dec.  10 
at  the  annual  meeting  of  the  National 
Resources  Defense  Council.  Honorable 
mentions  to  Tom  Knudson  and  Nancy 
Vogel  at  The  Sacramento  Bee  and  Jim 
Morris  of  The  Houston  Chronicle. 

James  Grimaldi,  a  Washington.  D.C., 
bureau  reporter  for  The  Seattle  Times. 
gets  Columbia  University’s  “Best  of 
Knight-Bagehot”  Business  Journalism 
Award  for  breaking  stories  on  the  U.S. 
government’s  antitrust  suits  against 
Microsoft  Corp. 

The  1998  Classified  Advertising 
Director  of  the  Year  Award  from  the 
Suburban  New.spapers  of  America  has  , 
been  awarded  to  Liz  Lynch,  classified 
advertising  manager  for  Lower  Mainland 


JOSEPH  SPEAR.  57,  a  columnist 
who  wrote  on  U.S.  and  international  pol¬ 
itics,  died  of  a  heart  attack  Nov.  29.  He 
worked  as  editor  and  chief  of  staff  on 
Jack  Anderson's  “Washington  Merry-Go- 
Round”  column  for  more  than  a  decade. 

MICHAEL  K.  SULLIVAN,  56,  chief 
operating  officer  at  Friendship  Publica¬ 
tions  in  Phoenix,  Ariz.,  died  Oct.  22.  He 
and  his  wife,  Shirley,  published  The 
Bowling  Highlights  magazine  in  Broom¬ 
field.  Colo.,  from  1980  to  1986. 

GEORGE  TAGGE,  92.  political  editor 
of  the  Chicago  Tribune  from  1943  to  1972, 
died  of  cardiac  arrest  Dec.  7.  He  covered 
government  and  politics  as  a  Tribune 
reporter  for  nearly  40  years.  As  political 
editor,  he  played  a  central  role  in  cam¬ 
paigning  for  the  construction  of  McCor¬ 
mick  Place.  Chicago’s  vast  exhibition  hall. 

HUGH  WRIGHT,  55,  a  reporter  at 
The  Record  in  Stockton.  Calif.,  for  33 
years,  died  from  cardiac  trouble  Dec.  7. 
He  covered  the  San  Joaquin  County  court 
system  for  almost  30  years. 


Publishing  Ltd.,  British  Columbia, 
Canada.  The  award  was  presented  at 
SNA’s  annual  Classified  Advertising 
Conference  held  in  San  Antonio.  Texas. 

The  Maryland-Delaware-D.C.  Press 
Association  announced  Matthew  Smith 
as  the  recipient  of  their  High  School 
Journalist  of  the  Year  Award.  Smith  is  a 
senior  at  Montgomery  Blair  High  School 
and  co-editor  of  the  school’s  newspaper. 
Silver  Chips.  The  $1,500  cash  prize  will 
be  presented  at  the  association's  awards 
luncheon  on  Feb.  26  in  Columbia.  Md. 

The  Committee  to  Protect  Journal¬ 
ists’  International  Press  Freedom 
Award  was  given  to  Pavel  Sheremet. 
chief  editor  of  the  Belarusian  newspaper 
Belarusskaya  Delovaya  Gazeta  and 
Minsk  bureau  chief  for  Russia’s  ORT 
television.  CPJ  officials  traveled  to  Bel¬ 
arus  on  Dec.  8  to  personally  present  the 
award  to  Sheremet,  whom  the  Belarusian 
government  had  barred  from  visiting  New 
York  to  accept  the  honor. 


Joan  Beck  in  1961 
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COVER  STORY 


BY  ALLAN  WOLPER 


The  chilling,  crackling  sounds  of  a 
rifle  shattered  the  calm  of  the  pres¬ 
idential  convoy  as  it  snaked 
through  downtown  Dallas. 

Merriman  Smith.  United  Press 
International’s  (UPI)  legendary  White 
House  correspondent,  grabbed  the  tele¬ 
phone  in  the  press  pool  car  and  dictated  a 
bulletin  to  the  UPI  Dallas  bureau:  “Three 
shots  were  fired  at  President  Kennedy's 
motorcade  in  downtown  Dallas.” 

Smith  spit  out  several  more  terse  lines 
before  Jack  Bell,  an  Associated  Press 
(AP)  reporter,  pummeled  his  UPI  rival  in 
a  vain  attempt  to  use  the  phone. 

The  next  day.  Smith's  first-person 
account  of  the  Nov.  22,  1963,  tragedy 
dominated  the  world's  front  pages  and 
later  won  him  a  Pulitzer  Prize  for  deadline 
reporting. 

That  was  the  last  year  UPI  managed  to 
make  a  profit. 

The  Scripps  family,  which  founded  the 
wire  service  in  1907,  covered  it’s  losses 
until  they  sold  it  in  1982  to  two  business¬ 
men  from  Tennessee.  UPl's  finances 
worsened  during  the  next  decade  as  four 
separate  owners  failed  to  stop  the  wire's 
financial  bleeding. 

In  June  1992,  The  Middle  East 
Broadcasting  Centre  Ltd.  (MBC),  a 
London  subsidiary  of  ARA  Group 
International  (AGI),  of  Riyadh.  Saudia 
Arabia,  rescued  the  failing  news  service 
while  it  was  in  the  throes  of  its  second 
bankruptcy. 

The  Saudis  paid  S3.95  million  for  UPI. 
outbidding  television  evangelist  Pat 
Robertson  and  Leon  Chamey,  a  New  York 
attorney  with  strong  ties  to  Israel. 

But  UPl’s  fiscal  signs  are  hard  to  read. 


tries 

again 


New  push  led 
by  fabled  foreign 
correspondent 
Arnaud  de  Borchgrave 
in  role  of  chief 
executive  officer 

according  to  interviews  with  two  dozen 
present  and  past  wire  service  executives 
and  journalists. 

UPI  has  lost  SI 20  million  the  past  three 
years  as  it  reorganized  itself  into  a  spe¬ 
cialized  new's  operation  targeting  clients 
in  radio,  television  and  the  Internet. 

AGI  intensified  the  money  crunch  last 
year  when  the  Saudi  firm  stopped  sending 
operating  cash  to  the  Washington  head¬ 


quarters,  precipitating  a  financial  crisis. 

The  Saudis,  after  meeting  with  UPI 
executives,  have  been  sending  quarterly 
payments  to  UPI  while  they  listened  to 
offers  to  sell  off  all  or  parts  of  the  wire 
operation. 

UPI  officials  hoped  their  bottom  line 
would  improve  enough  to  generate  some 
interest  from  Wall  Street.  But  the  wire 
needed  a  new  chief  executive  officer  to 
get  them  there. 

James  Adams,  the  47-year-old  former 
London  Sunday  Times  managing  editor 
hailed  as  the  techno-wizard  who  would 
lead  UPI  into  the  millennium,  resigned 
last  August  to  set  up  his  own  company 
and  took  seven  key  staffers  with  him. 

Before  he  left.  UPI  executives  accused 
him  of  using  wire  service  personnel  and 
equipment  to  set  up  his  own  firm, 
charges  he  denied. 

Last  week,  UPI  found  its  new  leader: 
Arnaud  de  Borchgrave.  former  editor  in 
chief  of  The  Washington  Times,  and  long¬ 
time  foreign  correspondent  for  Newsweek 
who  ran  UPl's  Brussels  bureau  more  than 
40  years  ago. 

De  Borchgrave  flew  to  London  in  early 
December  where  he  received  the 
corporate  blessing  of  Sheik  Walid  Bin 
Ibrahim,  chairman  of  AGI.  and  Dr. 
Abdallah  H.  Masry,  executive  president 
of  AGI.  (E&P,  Dec.  12). 

De  Borchgrave  was  a  senior  adviser 
with  the  Center  for  Strategic  &  Inter¬ 
national  Studies,  a  Washington,  D.C., 
think  tank. 

He  takes  over  a  staff  of  225  Journalists, 
a  fraction  of  the  1.500  reporters  who 
manned  the  wires  during  the  late  Merriman 
Smith’s  heyday. 


UPI,  under  Saudi  ownership, 
not  without  suitors  this  year 


Pattinson  Hayton,  an  Australian  investment  adviser  with 
Netvest,  a  Hong  Kong  firm  with  Internet  interests,  tried 
earlier  this  year  to  buy  UPI. 

“I  spoke  to  Turki  A1  Shabanah  (president  of  AGI,  Americas) 
and  we  had  dinner  once  in  Los  Angeles,”  says  Hayton,  who 
lives  in  La  Quinta,  Calif.,  and  has  financial  ties  to  Enhanced 
Services  of  Houston,  which  owns  Zulu-Tek,  an  Internet  mar¬ 
keting  firm.  “The  Saudis  want  to  integrate  UPI  (United  Press 
International)  into  their  Middle  East  Broadcasting  Centre,  and 
create  a  news  Web  site  like  CNN.” 

Hayton  says  the  Saudis  told  him  they  had  poured  $70  mil¬ 
lion  into  UPI  since  they  bought  it  six  years  ago  and  wanted  to 
recoup  their  losses  when  they  sold  the  wire  service. 

“We  were  very  interested  but  it  never  went  anywhere,” 


Hayton  says.  “They  wanted  us  to  fly  around  Saudi  Arabia  for 
a  couple  of  weeks.  You  have  to  know  the  Middle  East  mental¬ 
ity.  They  take  their  time  doing  things.  That  wouldn’t  have  been 
practical  for  us.” 

UPI  officials  say  that  they  balked  at  Hayton 's  offer,  in  part, 
because  of  an  unflattering  profile  of  him  that  appeared  in 
Wired  News  On  Line 

“It  was  an  article  with  a  lot  of  hearsay  and  innuendo,” 
Hayton  says.  “You  can’t  fight  that  kind  of  thing.” 

The  Wired  article  last  March  2  alleged  that  Hayton  had 
“been  sanctioned  repeatedly  over  the  last  15  years  by  securi¬ 
ties  regulators  in  both  the  United  States  and  Great  Britain”  and 
avoided  a  U.S.  Immigration  and  Naturalization  order  to  be 
deported  by  marrying  a  U.S.  citizen.”  —  Allan  Wolper 
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UPl’s  electronically  driven  archives  offer  photos  from  around  the  world  on  a  searchable  basis  at  www.upi.com. 

Most  of  those  are  unipressers  —  the  but  these  kinds  of  wires  will  help  us  re-  media  world,  but  have  yet  to  cross  the 

nickname  for  the  reporters  who  work  in  enter  the  newspaper  industry.  And  there  line.  "The  only  thing  they  want  us  to  be  is 

virtual  bureaus  in  their  homes,  often  on  has  been  improvement  in  our  deficit.”  profitable."  Walston  says, 

antiquated  computers.  MBC  indicated  in  1996  where  its  long- 

When  the  Saudi  owners  overruled  its  THE  CENSORSHIP  QUESTION  range  interests  lie  when  it  formed  the  DPI 
executives  last  month  and  turned  its  New  When  AGI  purchased  DPI.  journalists  Arabic  News  Service. 

York  office  into  another  virtual  bureau,  speculated  the  wire  service  would  be  vie-  The  wire  was  created  after  the  British 
unipressers  took  to  the  Internet  with  warn-  timized  by  King  Fahd's  repressive  press  Broadcasting  Corporation  (BBC)  distrib- 

ings  of  "virtual  paychecks  .  .  .  stories  .  .  .  policies.  uted  a  story  in  the  Middle  East  that  criti- 

and  overtime."  DPI  reporters  and  news  officials  insist,  cized  the  Saudi  human  rights  record. 

But  Paul  Heigl.  who  has  been  acting  however,  that  their  issues  with  AGI  have  UPl  officials  say  they  were  unaware  of 
CEO  of  DPI,  believes  the  wire  service  will  been  strictly  about  money.  any  connection  between  the  BBC  flap  and 

make  money  when  it  fully  implements  "Tve  never  heard  a  single  word  from  the  formation  of  the  Arab  news  serv  ice, 
its  knowledge  channels  —  news  that  our  owners  about  what  we  should  write," 

meets  the  specific  needs  of  clients.  said  Tobin  Beck,  managing  editor  of  MANAGING  MONEY  AND  MEDIA 

I  "We  are  developing  specialized  news  archives  and  a  former  DPI  southeast  But  if  UPTs  Saudi  owners  have  kept  a 

products  in  health  care  that  will  be  used  bureau  chief.  -  hands-off  editorial  stance,  they  have 

in  major  hospitals,"  Heigl  says.  John  Walston,  director  of  UPl  editorial,  become  increasingly  interested  in  the 

"We  only  have  about  30  papers  now,  said  the  Saudis  like  being  a  player  in  the  wire's  bottom  line. 


I 
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Reliving  the  Dallas  scoop 


I  had  just  turned  22  the  day  Kennedy  was  assassinated  ”  says 
Mike  Rabun,  conjuring  up  the  chaotic  hours  that  day  in  the 
Dallas  bureau. 

“The  first  call  was  fielded  by  Don  Smith  and  he  typed  those 
first  words,  shots  had  been  fired.  We  didn’t  know  that  Kennedy 
had  been  hit. 

“In  those  days,  everything  had  different  degrees  of  impor¬ 
tance.  The  ultimate  was  the  flash.  Ten  bells.  After  Don  took  that 
first  line  Jack  Fallon  took  over. 

“The  place  was  a  madhouse.  There  were  15  guys  working 
there.  There  was  paper  everywhere.  Jack  wrote  almost  all  the 


stuff  from  Smitty.  But  it  went  out  under  Smitty’s  byline. 

“Just  having  Smitty’s  name  on  a  story  meant  some¬ 
thing.  It  didn’t  matter  whether  he  was  a  minute  behind  or  a 
minute  ahead  on  a  story.  All  the  papers  wanted  his  name  on  it,” 
he  continues. 

“But  Jack  was  awe-inspiring.  Working  with  him  was 
like  taking  a  four-year  course  in  Journalism,  only  a  lot  better. 

“None  of  us  in  the  bureau  knew  about  the  wrestling  match 
between  Smitty  and  the  AP  guy.  We  didn’t  know  much 
of  anything  until  Smitty  got  to  the  hospital  and  got  a  hold  of  the 
secret  service  guy.”  IH 


In  February  1997.  UPl  shut  down  its 
European  news  operation,  laying  off  75 
staffers,  and  nine  months  later  it  closed  its 
London  headquarters. 

Seymond  Othman.  then  vice  president 
for  UPl  strategic  planning,  shut  the 
London  bureau  without  informing  anyone 
in  Washington,  according  to  officials.  He 
resigned  later  after  a  dispute  unrelated  to 
the  London  closure. 

The  UPl  Arabic  News  Service  —  20 
persons  strong  —  moved  in  early 
December  to  the  MBC  building,  while 
stringers  still  cover  Europe  and  Asia. 

And  last  February,  the  Saudis  held  back 
some  badly  needed  cash  from  UPL 
prompting  James  Adams,  then  its  chief 
executive  officer,  to  threaten  to  shut  down 
the  wire  service. 

Adams  was  once  a  chief  reporter  for  S 
Days,  a  newsweekly  published  by  the 
United  Arab  Emirate.  He  Joined  UPl  in 
June  1997  with  great  fanfare,  telling  the 
Saudis  that  their  refusal  to  allocate  the 
funds  placed  him  in  breach  of  his  fiducia¬ 
ry  responsibility  as  a  CEO. 

The  Washington  headquarters  of  UPl 
had  been  rewired  but  the  virtual  bureaus 
were  still  waiting  for  their  promised 
upgrades.  “1  couldn’t  even  deliver  desk¬ 
tops,”  he  says. 


In  March,  Adams  flew  to  London  for  a 
meeting  with  Sheik  Walid  and  Dr.  Masry, 
returning,  he  says,  with  a  pledge  for  quar¬ 
terly  payments. 

UPl’s  reporters  saw  the  Saudi  shortfall 
as  a  signal  the  wire  was  headed  for  anoth¬ 
er  bankruptcy  proceeding. 

“But  everyone  got  paid  on  time;  no 
one  missed  a  check,"  says  Kevin  Keane, 
president  of  The  Wire  Service  Guild, 
adding  that  the  early,  angry  days  he  expe¬ 
rienced  when  the  Saudis  first  took  over 
were  well  past. 

Adams  wasn’t  as  certain  and  went 
searching  for  other  financial  resources. 

He  met  with  Pattinson  Hayton.  an 
Australian  investment  adviser  with 
Netvest,  a  Hong  Kong  firm  with  Internet 
interests  who  wanted  to  buy  UPl. 

“It  would  have  been  a  great  fit,”  com¬ 
ments  Adams.  “I  told  London  about  it, 
but  nothing  happened."  (See  sidebar  on 
Page  18.) 

Adams  also  began  developing 
Infrastructure  Defense  Inc.,  a  computer 
security  company,  out  of  his  home. 

“1  knew  1  couldn't  lead  UPl  any 
longer.”  Adams  says.  “1  had  become  a  hate 
figure.” 

Adams  achieved  that  status  after  he  told 
a  New  York  seminar  the  wire  service  was 


The  virtual  bureaus 


David  Haskell  files  his  first  report  at 
his  computer  shortly  after  4  a.m., 
feeding  copy  to  six  New  England 
states,  one  eye  on  his  television,  mak¬ 
ing  certain  he  is  on  top  of  everything. 

“One  person  can  do  a  lot,”  he  insists 
from  his  Framingham,  Mass.,  home 
Just  outside  of  Boston. 

“We  have  TVs.  We  have  faxes.  We 
have  stringers.  We  don’t  go  out  unless 
it  is  a  bellringer  (a  bulletin).  But  we 
still  beat  AP.” 

Haskell,  a  unipresser  since  1962. 
misses  the  crowded  Boston  bureau  of 


the  1960s  and  1970s  when  10  reporters 
were  filing  stories. 

“It  was  a  lot  noisier,”  he  says.  “I 
loved  every  minute  of  it.  Getting  it  on 
paper  meant  getting  to  a  newspaper. 
We  used  to  have  10  persons  covering 
10  stories.  Now  we  have  one  person 
covering  10  stories. 

“But  I  work  Just  as  hard  as  1  always 
have.  It  doesn’t  matter  to  me  if  we  have 
one  client  or  a  hundred  clients.  We  still 
have  plenty  of  broadcast  people  who 
need  us,  especially  during  the  morning 
drive  time.”  WM 


a  “sclerotic,  corrupted  organization”  filled 
with  “tired  hacks.” 

Several  months  later,  some  UPl  execu¬ 
tives  then  told  Heigl  that  Adams  was  using 
company  equipment  and  personnel  to  start 
his  firm. 

“We  saw  people  working  on  things  that 
had  nothing  to  do  with  UPl,”  says  a  UPl 
source. 

“Our  owners  are  very  discreet.  To  save 
face,  he  was  allowed  to  leave  graciously. 
We  were  trying  to  launch  products  and 
nothing  was  happening.” 

Masry  issued  a  press  release  wishing 
Adams  luck  on  his  venture,  noting  that  he 
would  remain  on  the  UPl  board,  and  spec¬ 
ulating  that  his  company  might  become  a 
client  for  UPL 

The  statement  did  not  mention  Adams 
had  taken  seven  key  UPl  employees,  with 
him,  including  Andrew  Meldrum,  who 
Adams  recruited  to  UPl  the  year  before  to 
be  its  chief  information  officer. 

The  release  did  note  that  Garry  Mel¬ 
drum,  executive  director  of  business  de¬ 
velopment  and  Andrew  Meldrum ’s  broth¬ 
er.  would  be  promoted  to  chief  knowledge 
officer. 

Garry  Meldrum  recently  resigned 
because  of  personal  and  health  reasons, 
according  to  UPl  officials. 

Adams  denies  that  he  or  any  of  the  UPl 
colleagues  he  took  with  him  abused  their 
relationship  with  the  wire  service.  “What  I 
do  for  UPl  is  one  thing  and  what  I  do  at  2 
a.m.  is  my  business,”  says  Adams.  “Every¬ 
one  involved  in  my  project  was  working 
flat  out  for  UPl.” 

Heigl  says  some  UPl  officials  felt 
Adams  hurt  the  wire  service  by  resigning 
in  the  middle  of  their  reorganization 
efforts,  but  insists  there  was  “no  real  evi¬ 
dence”  that  he  misused  company  person¬ 
nel  or  equipment. 

“He  was  doing  the  work  for  his  compa¬ 
ny  on  his  own  time  and  outside  UPl,” 
Heigl  says. 

“There  might  have  been  some  overlap 
of  things.  We  checked  into  it  because  peo¬ 
ple  said  it  happened.”  Hi 
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Embattled  bureau  chief  offers 
her  bosses  a  survival  plan 

Company  should  return  to  streets  and  emphasize  ‘real  hard  news’ 


Marcella  "Marcy"  Kreiter  is  bat¬ 
tling  to  get  United  Press 
International’s  parenthetical 
signature  line  —  (UPl)  —  back  on  news¬ 
papers  across  America. 

"We  can  get  all  those  newspapers 
back,"  she  says,  her  voice  rising  over  the 
telephone  wire  from  her  downtown  bureau 
in  Chicago.  "We  still  have  a  lot  of  talent. 

"Look  at  all  of  AP’s  [Associated  Press] 
mistakes.  The  only  reason  they  got  a  bet¬ 
ter  rep  than  we  do  is  that  they're  better  at 
publicizing  the  ones  we  make.” 

Kreiter  presides  over  a  journalism 


The  Downhold  Club 


They  filed  into  the  rustic,  staid. 

Seventh  Regiment  Armory,  at  67th 
Street  and  Park  Avenue  in  New  York 
City  to  tell  their  tall  tales,  relive  their 
glory  days,  exchange  gossip,  and  beat 
up  on  The  Associated  Press  (AP). 

It  was  the  reunion  of  The  Down- 
hold  Club,  a  back-slapping  gang  of 
United  Press  International  (UPl) 
alumni  whose  membership  cards  are 
“dedicated  to  proposition  nothing  is 
so  cheap  it  can't  be  cheaper”  — 
reminders  of  the  good  old  bad  days 
when  they  wer"  always  warned  to 
keep  down  expen.ses. 

Which  was  why  Bill  Bell  of  the 
New  York  Daily  News  dragged  a  visi¬ 
tor  across  the  armory  floor  to  listen  to 
the  story  about  how  the  unipressers 
outfoxed  AP  in  Vietnam. 

The  Vietnam  story,  they  insisted, 
was  totally  accurate. 

UPl  correspondents,  shorthanded  as 
usual,  refused  to  run  a  press  pool  and 
were  told  they  would  not  be  briefed  on 
an  upcoming  major  battle. 

"We  had  to  get  to  the  front.”  smiled 
Jack  Walsh,  now  with  King  Features 
Sales.  “So  1  called  up  the  White  Rose 
bar  where  .some  ex-CIA  people  hung 
out,  hired  a  pilot  for  $25.(XX)  and  beat 


them  again.  It  was  a  no-brainer.” 

The  Downholders  switched  on  their 
remote  control  recall  button  without 
missing  a  minibeat. 

“Remember  how  Bill  Bell  got  his 
job  in  the  London  bureau?” 

They  all  did. 

“Someone  asked  him  if  he  could 
cover  cricket  and  he  said,  sure 
he  could,”  smiled  Pete  Willet.  “Later 
we  found  out  he  had  been  briefed 
for  an  hour  by  a  guy  from  the  Lon¬ 
don  Times." 

The  Downholders  keep  a  daily,  crit¬ 
ical  eye  on  the  comings  and  goings  of 
UPl,  positive  and  negative,  from  their 
Web  site. 

After  James  Adams  resigned  la.st 
August  as  CEO  from  UPl,  Dick  Har¬ 
nett,  a  former  UPl  reporter  who  pre¬ 
sides  over  the  listserv,  e-mailed  Adams 
over  the  Downhold  wire. 

“Welcome  to  the  Downhold  Club. 
We  are  a  bunch  of  old  hacks  who  used 
to  work  for  UPl.  Membership  is  auto¬ 
matic.  We  don’t  have  any  hierarchy, 
but  if  we  did.  ex-CEO’s  would  be  right 
up  there. 

“Lookit.  If  we  excluded  all  the  ass¬ 
holes  that  used  to  work  for  UPl,  we’d 
have  to  cancel  the  party.” 


empire  that  stretches  across  17  states  — 
Colorado  through  the  midwest  to  Virginia. 
She  supervises  five  reporters  in  Chicago, 
one  in  Cleveland,  one  in  Detroit,  one  in 
Denver,  and  stringers  everyplace  else. 

And  she  plans  to  make  her  empire 
grow.  “We  should  go  back  to  doing  real 
hard  news,”  she  argues. 

"There  is  hardly  anyone  out  on  the 
street  anymore.  We  should  start  a  daily 
enterprise  package.  For  free. 

“We  send  out  five  stories  a  day.  By 
e-mail.  By  PR  wire.  Just  get  it  to  the 
papers.  Let  the  bureaus  compete  to  get  on 
that  wire.  And  when  the  broadcasters  see 
us  in  print  again,  just  watch  us.” 

Kreiter,  a  25-year  veteran  of  the  wire 
wars,  has  been  lobbying  Washington  UPl 
executives  to  launch  her  vision  of  a  re¬ 
energized  enterprise  package. 

“I’ve  been  trying  to  push  this  stuff  since 
the  mid-’80s.”  Kreiter  says.  "They  keep 
telling  me  it’s  a  good  idea,  but  I  don’t 
seem  to  be  getting  anywhere.” 

But  she  gets  to  see  the  UPl  logo  on 
Illinois  newspapers  —  at  The  Daily- 
Defender.  which  caters  to  African- 
American  readers,  at  the  Arlington 
Heights  (111.)  Daily  Herald  and  at  an 
assortment  of  weeklies. 

"I  write  a  gossip  column  for  the 
Herald."  she  says.  "About  bizarre  things, 
items  that  are  20  percent  off.  I  like  to  show 
the  flag.” 

Kreiter  is  insistent,  however,  that  UPl 
recharge  its  bureau  computers  to  recreate 
her  wire  of  dreams. 

"We  still  use  386s  with  a  processor,” 
she  .says.  “We  have  a  single  pentium  in  the 
office.  We  need  to  get  better  machinery  to 
get  stuff  off  the  internet.” 

Kreiter’s  passion  for  UPl  hasn’t  been 
diminished  by  the  wire’s  hard  times,  in 
part,  because  her  bureau  manages  to 
operate  without  a  deficit.  “We  have 
enough  clients  in  Illinois  to  pay  our  own 
way,”  she  says. 

But  Kreiter  acknowledges  her  bottom 
line  looks  good,  in  part  becau.se  her  edito¬ 
rial  budget  is  only  $I25,(XX)  a  year. 
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Holidays  bring  cash 
to  papers’  Web  sites 

Many  newspapers  are  giving  e-commerce  a  try 


by  Jennie  L.  Phipps 

At  The  Topeka  (Kan.)  Capital- 
Journal,  they’ve  named  their 
online  holiday  guide  CyberSanta. 
The  name  is  appropriate  for  the  season 
and  for  the  newspaper  —  because  it's 
bringing  gifts  to  the  bottom  line.  Now  that 
more  consumers  are  doing  their  shopping 
online,  newspapers  are  finding  that  the 
holidays  are  a  good  way  to  get  their  adver¬ 
tisers  comfortable  with  e-commerce. 

The  Capital-Journal  is  typical  of  news¬ 
papers  that  are  discovering  that  holiday 
e-commerce  can  be  not  only  a  fourth- 
quarter  revenue  producer,  but  can  also 
lead  the  way  into  a  year-round  enterprise. 
Aimee  Collins,  new  media  sales  executive 
at  the  Capital-Journal,  says:  “I  got  the 
idea  of  CyberSanta  from  a  print  product. 
They  featured  several  different  articles 
from  different  retailers  on  a  gift-idea  page. 

I  thought  carrying  that  idea  over  to  the 
Internet  and  actually  being  able  to  order 
those  products  online  would  be  fun.  We 
decided  this  would  be  a  great  test  for  an 
e-commerce  endeavor.” 

The  paper  has  traditionally  done  seven 
print  Christmas  special  sections.  This 
year,  any  advertiser  that  bought  all  seven 
tabs  could  feature  a  single  item  online  for 
$50.  If  they  advertised  in  one  to  six  of  the 
tabs,  then  they  paid  more  for  the  online 
feature.  If  they  didn’t  advertise  in  print  at 
all,  they  paid  $100  to  be  online. 

The  idea  worked  so  well  that  the 
Capital-Journal  decided  to  offer  a  similar 
deal  for  advertisers  in  the  classified 
Holiday  Gift  Guide  and  Service  Directory. 
The  site  takes  advantage  of  parent  compa¬ 
ny  Morris  Communications’  e-commerce 
capabilities,  which  allows  buyers  to  use 
their  credit  cards  to  make  purchases. 

As  a  result,  advertisers  get  a  real  taste 
of  what  it  would  be  like  to  have  a  full- 
fledged  Internet  store  without  having  to 
spend  much  or  make  any  long-term  com¬ 
mitment.  The  teaser  has  worked,  accord¬ 
ing  to  Collins.  “We  have  had  really  good 


advertiser  reaction,”  she  says.  “People 
here  are  excited  about  being  able  to  sell 
products  online.  It’s  giving  them  an 
opportunity  to  get  their  feet  wet.  and  a  lot 
of  them  want  to  go  on  and  do  more.” 

That  is  the  same  theory  that  has  driven 
Journal  Square  Interactive,  the  Web  site 
creation  arm  of  Advance  Publications,  to 
syndicate  its  online  gift 
guide  through  Universal 
Press  Syndicate.  Darla  “W©  ar© 

Walker,  sales  manager 
for  Universal  New  ^D©  86 

Media,  says  some  news-  . 

papers  are  buying  and  D©TW©©n  i 

using  it  as  is,  while  oth-  aHwort 

ers  are  incorporating  its 
unique  characteristics  P 

into  their  own  gift  Washington  P, 

guides. 

Deborah  Gallant,  managing  director  of 
Journal  Square  Interactive,  and  one  of  the 
creators  of  Your  Gift  Guide,  says  the  guide 
centers  on  a  clever  search  engine  that 
allows  a  customer  to  search  for  appropri¬ 
ate  gifts  by  plugging  in  such  variables  as 
age,  sex,  interests  and  the  amount  of 
money  to  be  spent.  Newspaper  Web  sites 
that  subscribe  to  the  service  can  link  mer¬ 
chants  to  the  gift  ideas.  The  guide  is  avail¬ 
able  year-round  —  with  changes  for  sea¬ 
sonal  holidays. 

Knight  Ridder  New  Media  rolled  out  its 
groupwide  e-commerce  site  two  days 
before  Thanksgiving,  even  though  the  site 
was  still  working  on  some  sections.  It’s  a 
central  site  that  allows  the  organization  to 
negotiate  deals  based  on  networkwide 
power.  The  initial  site  has  a  holiday 
theme,  but  this  is  not  a  December-only 
plan.  Says  strategic  alliances  manager 
Emily  Lyons  Soelberg:  “We  predict  that 
holiday  retail  revenues  online  this  year 
will  be  huge.  We  could  have  waited  and 
had  something  more  perfect,  but  we 
thought  it  was  important  to  get  something 
up  to  capitalize  on  holiday  shopping  that 
we  predict  is  going  to  be  a  windfall.” 

Washington  Post/Newsweek  Interactive 


“W©  ar©  s©nsitiv© 
to  th©  s©paration 
b©tw©©n  n©ws  and 
adv©rtising.” 

—  Paul  Pappajohn, 
Washington  Post/Newsweek 
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introduced  a  shopping  guide  on  Nov.  13 
that  allows  customers  to  comparison  shop 
among  national  advertisers  in  1 1  mer¬ 
chandise  categories.  It  also  provides  link¬ 
ing  and  banner  opportunities  for  local 
merchants  who  may  not  be  able  to  com¬ 
pete  based  on  price  alone,  but  who  are 
able  to  offer  some  unique  service  or 
added-value  feature.  The  site  offers  week¬ 
ly  e-mail  specials  from  merchants  who 
want  to  utilize  the  feature.  Paul 
Pappajohn,  vice  president  for  develop¬ 
ment  and  e-commerce,  believes  the  new 
site  offers  consumers  the  tools  to  shop 
wisely.  It  also  provides  good  leads  for 
advertisers  and  gives  them  the  ability  to 
brand  through  positioning.  “This  solidi¬ 
fies  online  what  we  already  do  very  well 
in  print  in  terms  of  providing  the  defini¬ 
tive  market  place  in  our 
local  area,”  he  says. 

©nsitiv©  The  Globe.com  {The 
.  Boston  Globe's  Web  site) 

)3r3tlOn  has  persuaded  Visa  to 

,  sponsor  its  holiday  gift 

©WS  3nd  guide  with  high-profile 

'■inn  ”  banner  ads  on  every 

*  y*  page.  And  it  has  signed 

jpajohn,  up  discount  clothing 

’t/Newsweek  Marshall’s,  T.J. 

Maxx  and  Filene’s  for  an 
extensive  advertising  package  that  fea¬ 
tures  online  gift  certificates. 

Last  year,  the  Globe's  holiday  site  was 
wholly  editorial  driven,  but  this  year,  the 
advertiser  links  are  easier  to  spot  than  the 
news.  Lisa  DeSisto,  marketing  director  for 
Boston.com,  is  pleased  with  the  results. 
“Last  year,  we  did  content  features;  this 
year,  we  are  driving  traffic  to  our  Yellow 
Page  merchants  and  providing  people 
with  local  information  for  shopping  in  the 
region,  which  is  an  important  thing  to 
offer,”  she  says. 

Pappajohn  is  equally  forthright  about 
the  mixing  of  editorial  and  advertising 
content.  “We  are  sensitive  to  the  separa¬ 
tion  between  news  and  advertising,  but  we 
believe  that  there  is  an  impulse  to  buy 
when  you  are  reading,  and  we  want  to 
make  it  easier,”  he  says.  “We’re  being  very 
consistent  about  contextual  content.  For 
instance,  when  we  link  booksellers  to 
book  reviews,  we  do  it  for  both  the  nega¬ 
tive  and  the  positive  reviews.  We  think  this 
creates  a  stickier  relationship  with  both 
advertisers  and  readers.” 

Phipps  is  a  former  newspaper  edi¬ 
tor  and  frequent  contributor  to  E&P. 
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Business  sleuthing: 
the  Weh  has  the  dirt 

Business  reporters  and  editors  can  find  a  wealth 
of  information  about  local  companies  on  the  Internet 


by  Charles  Bowen 

Covering  business  is  like  private  de¬ 
tective  work.  No  one  really  expects 
a  company’s  publicists  to  give  you 
a  complete  and  accurate  assessment  of 
market  share,  earning  projections  or  the  ef¬ 
fect  recent  legislation  might  have  on  the 
company.  Business  reporters  gather  infor¬ 
mation  from  a  number  of  different  sources, 
hoping  their  journalistic  instincts  and  expe¬ 
rience  will  help  them  avoid  missing  an  im¬ 
portant  part  of  the  picture.  Sometimes 
sources  conveniently  “forget”  to  mention 
this  study,  that  particular  public  filing,  or 
some  court  ruling  in  a  distant  state. 

For  bringing  balance  to  business  sto¬ 
ries,  the  Internet  has  been  a  wonderful 
tool.  Government  research,  filings  with 
the  Securities  and  Exchange  Commission, 
searchable  news  reports  from  around  the 
world,  and  databases  of  press  releases  pro¬ 
vide  resources  for  papers  wanting  to  get  a 
broader  view  of  their  local  businesses. 
And  the  information  can  reach  deeper  than 
that.  For  instance,  when  a  company  receives 
a  new  trademark,  the  information  is  often 
available  online  before  the  firm  publishes 
a  news  release  on  a  new  product.  When  a 
company  lays  off  people,  a  flood  of  resumes 
often  are  posted  on  the  Internet.  If  you  are 
tuned  in,  you  can  follow  up  those  clues 
with  calls  to  the  company  headquarters. 

The  only  problem  is  the  vastness  of  the 
Internet  itself.  Much  of  this  kind  of  juicy 
tip  material  isn't  reachable  by  search  en¬ 
gines.  And  even  when  it  is,  it  is  not  always 
easy  to  find.  Conscientious  reporters  and 
editors  could  spend  hours  in  cyberspace, 
trying  to  gather  every  scrap  of  information 
about  the  major  businesses  in  their  region, 
and  still  have  to  return  regularly  to  locate 
recent  additions  to  the  online  archives. 

That  is  why  a  new  online  service  called 
Company  Sleuth,  intended  for  investors,  is 
bringing  smiles  to  the  business  desk  by 
uncovering  hard-to-find  business  informa¬ 
tion  online.  Just  sign  up  and  create  a  pro- 

www.mecliainfo.com 


file  of  what  you’re  looking  for  —  such  as 
up  to  10  of  your  largest  local  companies 
—  and  the  site  sends  you  a  daily  e-mail 
report  detailing  the  business  activities, 
financial  moves  and  deals  by  your  select¬ 
ed  companies.  It’s  like  having  a  digital 
gumshoe  on  the  case  all  the  time. 

To  get  started,  visit  the  site  (www.com- 
panysleuth.com)  and,  on  the  introductory 
page,  click  on  the  Sign  Me  Up  option. 
After  signing  up,  you  are  prompted  to 
enter  stock  ticker  symbols  for  up  to  10 
publicly  traded  companies  that  you  want 
tracked.  After  you  have  your  profile  done, 
click  on  the  Complete  Registration  button. 

The  site  now  makes  a  preliminary 
search  of  its  online  sources  to  see  what  it 
already  has  dug  up  on  your  selected  com¬ 
panies.  Typical  finds  include  new  patents 
and  trademarks,  stock  analysis  reports, 
earnings  data  and  estimates,  messages 
from  assorted  investor  bulletin  boards,  job 


postings.  Securities  and  Exchange  Com¬ 
mission  filings  and  news  .stories  that  men¬ 
tion  your  companies. 

After  the  initial  report,  watch  your 
online  mailbox  for  further  free  reports 
from  the  site.  Unless  you  have  selected 
only  the  largest  companies,  you  probably 
won’t  receive  daily  e-mail.  Company 
Sleuth  seems  to  be  pretty  picky,  so  rather 
than  reporting  thousands  of  useless  and 
redundant  links,  the  site  tries  to  provide 
only  new  material. 

Other  considerations  for  using  this  site 
in  your  research. 

1  View  all  of  the  data  received  (here 
and  elsewhere  on  the  Net)  with  a  healthy 
skepticism.  Company  Sleuth  pulls  infor¬ 
mation  from  all  over  the  Internet,  so  it  is 
impossible  to  determine  the  validity  of 
every  piece  of  information.  Judge  this  as 
you  would  any  other  tip  and  be  prepared 
to  get  confirmation. 

2  Currently,  Company  Sleuth  tracks 
only  U.S.-based,  publicly  traded  compa¬ 
nies,  but  stay  in  touch  with  the  site.  Word 
is  the  providers  are  hoping  to  expand 
soon  to  include  private  companies. 

3  Finally,  you  can  temporarily  turn  off 
the  incoming  e-mail  reports  if  you  are 
going  on  vacation  or  special  assignment 
for  a  while. 


Bowen  is  a  West  Virginia  journalist 
and  a  30-year  veteran  of  newspapers. 
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Impeachment  ebsession  is 
hurting  advocacy  advertising 


If  Senate  trial  paralyzes 
national  politics,  interest 
groups  don’t  need  to  buy 
ads  advocating  sugar 
subsidies,  or  abortion 

by  Joe  Nicholson 

A  Senate  impeachment  trial  of 
President  Clinton  might  dramati¬ 
cally  reduce  the  steady  stream  of 
revenue  Washington,  D.C.,  dailies  reap  from 
advocacy  ads,  newspaper  executive  say. 

Ad  executives  at  the  Washington  Post 
and  the  Washington  Times  say  such  a  sce¬ 
nario  could  temporarily  paralyze  the  leg¬ 
islative  process,  and  as  a  result  send  advo¬ 
cacy  advertising  —  from  groups  seeking 
to  sway  public  and  legislative  opinion  one 
way  or  another  —  into  a  nosedive. 

The  effect  on  a  handful  of  other  dailies 
that  get  more  than  a  sliver  of  the  advocacy 
ad  revenue  pie  was  less  clear.  The  New 
York  Times,  for  example,  says  it  does  not 
expect  to  suffer. 

The  Washington,  D.C.,  dailies  already 
have  carried  some  advocacy  ads  on  im¬ 
peachment,  and  at  least  a  trickle  could  be 
expected  to  continue  during  a  potential 
trial.  But  newspaper  ad  executives  warn 
that  the  normal  legislative  process, 
including  attempts  to  change  laws  regu¬ 
lating  everything  from  banana  imports  to 
banking  —  prompt  the  great  bulk  of 
advocacy  ads. 

In  recent  months,  the  Post  picked  up 
several  advocacy  ads  concerning  im¬ 
peachment,  but  they  were  more  than  offset 
by  what  was  lost. 

“Impeachment  issues  displaced  all  other 
issues  in  the  House,”  says  Marc  Rosen¬ 
berg,  the  Post's,  manager  of  corporate  and 
public  policy  advertising.  “We  had  adver¬ 
tisers  on  a  variety  of  issues  who  had  actu¬ 
ally  reserved  dates  and  spaces  and  ended 
up  pulling  their  ads  because  Congress 
never  got  around  to  their  issues.” 

A  Senate  trial  would  probably  freeze 
other  legislative  business  and  cause  advo¬ 
cacy  ads  to  drop  significantly  —  maybe 


50%  —  says  Rosenberg.  “It  will  be  terri¬ 
ble  for  us  because  there  will  be  only  one 
issue  pending  and  everything  else  is  going 
to  be  off  in  the  wings  waiting  for  that  to  be 
resolved.” 

Rosenberg  declined  to  say  how  much 
revenue  the  Post  takes  in  from  advocacy 
ads,  but  an  open  rate,  well-placed  quarter- 
page  ad  —  a  standard  size  for  advocacy  — 
costs  $18,(KX). 

Public  policy  ads  make  up  6%  of  the 
Post's  display  ads,  says  Rosenberg,  adding 
that  the  category  has  doubled  over  the  last 
five  years,  the  biggest  category  gain  at  the 
Post.  Public  policy  ads  run  virtually  every 
day,  and  Rosenberg  attributes  the  growth 
to  an  absence  of  political  consensus  be¬ 
tween  a  Republican-controlled  Congress 
and  Democratic  White  House. 

The  Washington  Times,  where  a  full- 
page  advocacy  ad  costs  $8,190,  has  run 
three  pro-impeachment  ads,  including  one 
from  an  ad  hoc  group  called  the  National 
Impeach  Clinton  Committee.  The  Times' 
advocacy  ad  revenue  also  has  risen  dra¬ 
matically  —  360%  in  the  last  quarter, 
compared  with  the  quarter  two  years  ago. 

Although  both  Washington  dailies  are 
enjoying  boom  times  in  the  advocacy  ad 
department,  they  compete  fiercely. 

Mike  McGrath,  national  advocacy 
manager  and  assistant  national  advertising 
manager  at  the  Times,  crows  of  his  advo- 


Sales  vp 
marries,  resigns 

USA  Today  vice  president  for  sales 
Janet  Smith,  who  has  been  with  the  paper 
since  it  was  launched,  is  resigning  and 
will  move  to  Fort  Lauderdale  with  her 
new  husband. 

Lori  Erdos  and  Jacki  Brackensick  are 
each  being  given  the  title  of  vice  presi¬ 
dent  for  advertising  sales. 

Erdos,  formerly  director  of  advertising 
sales,  will  be  based  in  New  York  and  will 
handle  sales  in  the  city. 


cacy  ad  volume,  “As  far  as  total  linage,  we 
are  without  peer.” 

“They  must  have  a  unique  way  of 
counting  over  there,”  comments  Rosen¬ 
berg,  who  dismisses  the  Times'  circulation 
of  101,600  daily  as  a  fraction  of  the  Post's 
776.000. 

But  the  two  agree  a  Clinton  impeach¬ 
ment  trial  would  undercut  advocacy  ads. 

Impeachment  ads  have  provided  little 
impetus,  but  a  Senate  trial  of  Clinton 
would  logjam  legislation,  and  remove  any 
reason  for  advocates  to  argue  their  cases 
in  print,  says  McGrath. 

The  New  York  Times  has  gotten  “a  little 
bif’  of  business  from  impeachment  ads, 
says  spokeswoman  Nancy  Nielsen,  who 
adds,  “The  one  1  recall  was  requesting  that 
the  president  not  be  impeached.” 

She  says  the  Times  would  not  be  sur¬ 
prised  to  get  additional  advocacy  ads  about 
impeachment  —  with  or  without  a  Senate 
trial.  It  costs  $71,133  for  an  open-rate, 
full-page  weekday  ad  in  the  Times  nation¬ 
al  edition,  $71,215  in  the  New  York 
region  edition,  but  “we  often  give  dis¬ 
counts  for  cause-and-appeal  ads,”  says 
Nielsen. 

If  history  is  any  indicator,  advocacy  ads 
are  likely  to  increase  in  the  event  of  an 
impeachment  trial,  says  Nielsen,  disput¬ 
ing  the  notion  of  a  decline  because  the  cat¬ 
egory  is  “not  driven  by  Congress.”  H 


Brackensick,  formerly  director  of 
national  circulation,  will  be  based  at  the 
newspaper's  Arlington,  Va.,  headquarters 
and  will  supervise  all  national  travel  ad 
accounts. 

Landon  in  flux 

Bob  Keim,  president  of  Landon 
Associates  Inc.,  is  retiring,  and  chairman 
Owen  Landon  Jr.  will  assume  Keim’s 
duties  during  the  search  for  a  successor. 

Also,  the  company  is  renaming  itself 
Landon  Media  Group  Inc. 
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Advertisers  Get  Results  with  Online  Directories  a^nd  City  Guides! 


A  major  study,  conducted  for  The  Editor 
&  Publisher  Co.,  resulted  in  a  110-page 
research  report  authored  by  new  media 
expert  Peter  Zollman. 


Local  and  regional  newspapers’ 
online  services  are  making  money 
from  this  rich  revenue  source. 
And  so  are  their  competitors! 
Shouldn’t  you  be,  too? 


mandatory  reading  for  any¬ 
body  in  the  online-directory 
field  -  newspaper,  Telco  or  city 
guide.  You’d  better  buy  it;  your 
competition  probably  did.” 

Jack  Downs.  Guide 
Mining  Company 
http://usnewspapers.miningco.com 


Find  out  how  in  “Online  Directories: 
Pathways  to  Profit?”  For  key  findings 
and  a  sample  of  “what  you  need  to 
know,”  review  the  Executive  Summary  at 

www.mediainfo.com/directorjes.htm 
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E&P  RESEARCH  REPORTS 

Send  me _ copies  of  “ONLINE  DIRECTORIES:  PATHWAYS  TO  PROFIT?”  at  $295  each 

Send  me _ copies  of  “E-COMMERCE:  A  MEDIA  MONEY  MAKER”  at  $295  each 

SPECIAL  OFFER  FOR  charter  SUBSCRIBERS 


□  1  want  alt  six  reports  in  the  1998-99  series  at  the  low  price  of  $1,150.00  (a  35%  savings) 
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Company 
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Fax 

E-mail 

URL 

PAYMENT  INFORMATION 

□  My  check  is  enclosed  (U.S.  funds  only,  payable  to  Editor  &  Publisher)  Check  must  be  through  U.S.  bank. 

Bill  my  credit  card  □  AMEX  □  VISA  □  MC  #; _ 

Signature:  _ _ _ _ Exp.Date: 


FOUR  MORE 
REPORTS  FOLLOW  IN 
THE  SERIES  IN  1999 


Mail/Fax:  Michael  Troxler,  The  Editor&Publisher  Co.,  11  W.  W  St.,  NY,  NY  10011-4234  Tel:  (212)  675-4380  ext.  285  •  Fax:  (212)  929-1894 

CA,  CO,  DC,  IL,  MA,  NY  and  Canada  please  add  appropriate  sales  tax.  International  deliveries  outside  the  U.S.  or  Canada  add  $25  for  delivery  and  handling. 


I  Order  on  our  Web  site:  wvvw.medlalnfo.com  I 
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Making  newspapers 
mere  epen  to  minorities 


Tips  on  attracting 
and  retaining  journalists 
who  can  help  reach  out 
and  connect  with  diverse 
audiences 

by  Jennie  L.  Phipps 

For  the  last  20  years,  the  American  So¬ 
ciety  of  Newspaper  Editors  has  sur¬ 
veyed  newspapers  to  gauge  the  pro¬ 
portion  of  minorities  working  in  newspaper 
newsrooms.  And  every  year,  some  people 
write  on  the  form:  “Does  not  apply.” 

It’s  enough  to  make  Veronica  Jennings 
seethe.  She  is  ASNE’s  diversity  director, 
and  she  regards  this  kind  of  reaction,  from 
people  responsible  for  hiring,  as  the  main 
reason  the  proportion  of  minorities  has 
remained  essentially  flat  for  the  last  cou¬ 
ple  of  years.  In  1998,  minorities  comprise 
1 1 .46%  of  newsroom  employees,  com¬ 
pared  with  1 1.35%  in  1997. 

Those  numbers  compared  against  the 
U.S.  population  in  which  nearly  one  in 
three  people  belong  to  a  minority  group, 
shows  that  newsroom  percentages  are  not 
representative  of  the  population  as  a  whole. 

“It  should  be  amazing  that  in  1998 
we’re  still  hearing  the  same  things  that  we 
heard  in  1978  —  excuses.”  says  Jennings. 
“When  does  it  end?  Communities  all  over 
the  country  are  changing  demographically. 
If  the  newspapers  in  these  communities  are 
going  to  be  relevant,  they  need  minority 
employees  on  board  who  are  full  partici¬ 
pants  in  the  news-gathering  effort.  Num¬ 
bers  don’t  tell  the  whole  story.  New.spapers 
need  more  than  that.  They  need  texture.” 

At  the  Poynter  Institute  for  Media 
Studies  in  St.  Petersburg,  Ela.,  Keith 
Woods  grapples  with  many  of  the  same 
issues  in  his  role  as  associate  in  ethics. 
After  participating  in  a  survey  of  minori¬ 
ty  hiring  practices,  he  concludes: 
“Journalists  still  need  a  tremendous 
amount  of  help  identifying  the  reason  that 
diversity  is  an  issue  in  the  first  place. 
There  is  so  much  temptation  and  opportu¬ 
nity  to  exist  in  a  more  monochromatic 


world.  News  organizations  can 
function  very  well  and  ignore  i 
whole  groups  of  people  in  their  i 
readership  and  viewership 
areas.  But  in  the  end,  there  is  an 
increasing  economic  incentive 
to  change,  and  the  journalistic 
reasons  for  changing  have 
always  been  there.” 

Woods  says  news  organiza-  Veronica  J 
tions  face  a  couple  of  signifi¬ 
cant  challenges  when  they  seek  to  hire 
minority  employees: 

•  Fewer  people  are  expressing  an 
interest  in  Journalism.  “It’s  not  the  glam¬ 
orous  job  it  once  was.  and  many  of  the 
people  who  show  a  proficiency  for  things 
that  would  make  them  good  journalists  are 
taking  those  talents  to  areas  where  there  is 
more  money.” 

•  Experienced  minority  journalists 
whose  talents  and  ethnicity  are  not  well- 
used  are  discouraged  and  many  eventually 
leave  newspapers.  “News  organizations 

When  going 
to  the  fair 

A  staple  method  for  recruiting  minor¬ 
ity  employees  is  the  job  fair. 
Debbie  Chase,  communications  direc¬ 
tor  at  the  National  Association  for 
Black  Journalists,  and  MiChelle  Duke, 
manager  of  diversity  outreach  services 
for  the  Newspaper  Association  of 
America,  offer  these  tips  for  getting  the 
most  out  of  job  fairs: 

«  Register  early  in  order  to  get  a 
good  location  and  lots  of  traffic. 
Contributions  to  the  organization  never 
hurt,  either. 

4  Talk  to  professors  who  are  famil¬ 
iar  with  the  candidates  you’ll  be  inter¬ 
viewing.  They  can  offer  valuable 
insights. 

•  Bring  along  photos  showing  your 
news  operation  and  your  community  to 
show  candidates  they  won’t  be  the  only 
minorities  around. 

•  Bring  enough  copies  of  your 


have  had  difficulty  balancing 
the  desire  to  have  a  diverse 
work  force  with  the  myth  of 
equal  opportunity,”  Woods  con¬ 
tends.  “They  are  constantly  in 
this  conflict  with  themselves, 
trying  to  do  something  that  bol¬ 
sters  the  hiring  and  employment 
numbers  of  racial  and  ethnic 
Jennings  groups  while  at  the  same  time 
holding  to  the  idea  that  this  is  a 
meritocracy,  and  everybody  should  be 
treated  equally.”  Consequently,  he  says, 
minority  journalists  are  sought  after  at 
minority  association  conventions  and 
recruited  because  of  their  race  or  ethnicity 
“and  then  are  never  asked  to  contribute 
anything  from  that  experience.  They  may 
even  be  discouraged  from  doing  so.  That’s 
when  we  lose  people.” 

Woods  is  equally  blunt  about  what 
newspapers  need  to  do  to  reach  the  goal  of 
newsrooms  that  reflect  the  communities 
they  cover.  First,  he  says,  stop  thinking  of 


newspaper,  and  data  on  the  company,  to 
allow  job  seekers  to  browse  at  their 
leisure. 

•  Advertise  in  advance  in  the  minor¬ 
ity  organization  newsletter  and  the  col¬ 
lege  paper  in  an  effort  to  draw  a  crowd. 
Good  ads  say  who  you  are  and  what 
you  are  looking  for. 

»  Be  forthright.  If  you’re  hiring,  tell 
people.  Scouting?  Let  them  know. 
Don’t  disappoint  people  unnecessarily. 

V  Act  interested.  Appearing  unpre¬ 
pared.  bored  or  distracted  hurts  your 
credibility. 

r  Bring  enough  people  to  accommo¬ 
date  all  questioners.  If  you  look  too  busy, 
good  candidates  may  just  walk  on  by. 

*  Bring  representatives  from  news 
and  business  operations.  Remember, 
85%  of  newspaper  jobs  are  outside  the 
newsroom.  Offering  non-news  posi¬ 
tions  can  be  a  plus. 

«  Follow  up  on  contacts.  Track 
prospects,  so  that  candidates  are  ready 
when  jobs  open  up.  HI 
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WORKPLACE 


“You  can’t  accomplish 
truth  and  accuracy 
without  diversity.” 

—  Keith  Woods,  associate  in  ethics, 

Pointer  Institute  for  Media  Studies 

diversity  as  an  add-on  and  begin  to  con¬ 
sider  it  a  basic,  journalistic  necessity. 

"The  attitude  that  you  don't  need  any 
other  understanding  of  your  world  beyond 
the  one  you  have  is  asinine,”  Woods  says. 
“Every  single  day  you  are  reporting  on  a 
diverse  world.  If  you  don’t  have  examples 
of  that  diversity  in  your  world,  then  it  is  all 
the  more  important  to  seek  it  out.  ...  If 
you  want  to  tell  people  the  truth,  if  you 
want  to  give  them  an  authentic  rendering 
of  news,  then  you  must  acknowledge  the 
differences.  You  can't  accomplish  truth 
and  accuracy  without  diversity.” 

Newspapers  need  to  recognize  that  hir¬ 
ing  is  tied  to  content,  and  employee  reten¬ 
tion  is  tied  to  the  climate  of  the  organiza¬ 
tion,  Woods  says,  adding  that  news  orga¬ 
nizations  often  drop  the  ball  on  diversify 
because  they  don't  make  the  connection. 
A  news  operation  that  wants  to  hire  and 
retain  people  of  different  races  and  ethnic 
groups  must  change  their  corporate  cul¬ 
tures  to  include  openness,  he  believes. 

Diversity  doesn’t  work  when  it’s  just  a 
sprinkling  of  people  in  the  newsroom. 
Woods  advises  newspapers  to  take  a 
chance  on  people  whose  backgrounds 
aren’t  in  newspapers.  “What  we  need  in 
the  industry  is  integrity  and  critical-think¬ 
ing  skills  —  and  some  familiarity  with 
journalism.  The  rest  of  it.  we  can  facili¬ 
tate.  With  that  sort  of  raw  material,  we  can 
build  the  kind  of  employees  that  we  need.” 

•  Get  involved  in  organizations  in 
which  minorities  are  active.  Go  places 
where  minorities  go.  Then,  at  hiring  time, 
you’re  less  likely  to  make  an  unsuccessful 
run  at  a  minority  job  fair,  because  you’ll 
have  resources  and  people  to  turn  to.  As 
Woods  says,  “If  you  go  to  a  minority  job 
fair  and  find  that  only  three  people  mea¬ 
sure  up  to  your  standards,  then  ask  your¬ 
self,  ‘What’s  wrong  with  my  standards?’” 

Jennings  adds:  “If  you  can’t  find  minor¬ 
ity  job  candidates,  then  you  aren’t  looking 
in  the  right  places.  You  need  to  get  outside 
the  comfort  zone  and  look  for  those  kinds 
of  candidates  in  places  where  you  are  like¬ 
ly  to  find  them.” 

With  qualified  candidates  in  line,  news¬ 
papers  then  have  to  make  the  job  appeal¬ 
ing.  Jennings  believes  minority  journalists 


look  at  a  newspaper  through  a  prism  of 
race  to  determine  whether  they  have  a 
future  in  a  given  organization:  Are  there 
people  of  color  in  leadership  positions? 
What  are  the  chances  I’ll  succeed  here? 
Will  1  be  considered  for  a  management 
job?  “All  of  this  counts  when  young  peo¬ 
ple  evaluate  whether  they  want  to  work  at 
your  newspaper,”  Jennings  says 

She  argues  for  employers  to  be  sensi¬ 


tive  to  the  possibility  they  will  bring 
young  minority  journalists  into  communi¬ 
ties  where  they’ll  stand  out.  Even  though 
co-workers  generally  introduce  them 
around  town,  minority  workers  often  have 
a  hard  time  being  accepted  —  and  their 
supervisors  have  to  help  out.  Hi 


Phipps  is  a  regular  contributor  to 
Editor  &  Publisher. 


School  of  Journalism  &  Mass  Communication 

University  of  Minnesota 

Applications  and  nominations  are  invited  for  two  senior  faculty  positions.  The 
school  is  home  to  one  of  the  nation's  leading  Ph.D. -granting  programs  in  the  field; 
is  developing  several  new  professional  M.A.  programs;  and  offers  a  highly  selective 
undergraduate  major  program.  Having  received  major  new  funding  from  the  state 
legislature  and  the  University  of  Minnesota,  the  school  has  undertaken  extensive 
examination  of  its  curriculum  and  research  priorities,  is  undergoing  complete  ren¬ 
ovation  of  its  facilities,  and  will  be  adding 
numerous  new  faculty  positions. 


Cowles  Chair  of  Media 
Management  and  Economics 


This  is  a  full-time,  nine-month  tenured  position  at  the  rank  of  professor, 
beginning  fall  term,  1999.  The  successful  candidate  must  have  a  record  of  out-  j 
standing  scholarship  in  media  management  or  media  economics  research  and 
teaching,  and/or  substantial  (at  least  5  years)  senior  management  experience  ' 
and  innovative  national  leadership  in  a  media  industry.  The  holder  of  the  j 
Cowles  Chair  will  he  expected  to  lead  a  program  of  research,  teach  undergradu-  , 
ate  and  graduate  courses  in  the  School's  media  management  and  economics  cur-  ; 
riculum,  advise  graduate  and  undergraduate  students,  develop  strong  ties  to  the  | 
professional  community,  and  serve  on  appropriate  committees.  Candidates  must  I 
show  evidence  of  teaching  effectiveness  or  strong  promise  of  excellence  in 
^  teaching.  Bachelor’s  degree  required. 


Silha  Professor  of 
Media  Ethics  and  Law 


This  is  a  full-time,  9-month  tenured  position  at  the  rank  of  professor  or 
associate  professor,  depending  upon  qualifications  and  experience,  and  consis¬ 
tent  with  collegiate  and  University  policies.  Appointment  will  begin  fall  term, 
1999.  Salary  is  competitive  with  similar  academic  positions.  The  successful 
i  candidate  must  have  a  record  of  outstanding  scholarship  in  media  law  and 
teaching,  and/or  substantial  professional  experience  and  national  prominence 
i  in  the  field  of  media  law.  The  holder  of  the  Silha  Profes.sorship  will  be  expect¬ 
ed  to  lead  a  program  of  research,  teach  undergraduate  and  graduate  courses, 
'  advise  graduate  and  undergraduate  students,  maintain  ties  to  the  professional 
I  community,  and  serve  on  appropriate  committees.  Candidates  must  show  evi¬ 
dence  of  teaching  effectiveness  or  strong  promise  of  excellence  in  teaching. 

Earned  dtKtorate  or  law  degree  required. 


Positions  are  open  until  filled.  Initial  reviews  will  begin  on  February  1,  1999.  Send 
letter  of  application,  current  resume  or  curriculum  vitae,  and  samples  of  research 
and/or  a  narrative  statement  on  research  goals  and  plans.  In  addition,  please  pro¬ 
vide  names  and  addresses  of  three  references  willing  to  write  letters  of  recommen¬ 
dation  upon  request.  Nominations  will  be  considered  immediately  upon  receipt. 


Submit  applications  and  nomination  letters  to: 

Mary  Achartz,  staff  to  SJMC  Search  Committee 
School  of  Journalism  and  Mass  Communication 

University  of  Minnesota 

111  Murphy  Hall,  206  Church  St.  SE, 

Minneapolis,  MN  55455 

The  University  of  Minnesota  is  an  equal  opportunity  educator  and  employer. 
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King  Features  retracts  plan 
for  complete  move  to  Florida 


But  30  layoffs  begin  at 
83-year-old  syndicate 

by  David  Astor 

King  Features  will  not  move  com¬ 
pletely  to  Florida  after  all,  but  the 
syndicate  has  already  begun  lay¬ 
ing  off  about  30  people. 

Two  months  after  saying  the  whole 
syndicate  will  travel  South  by  late  1999, 
King  has  decided  to  do  what  it  originally 
announced  this  summer:  shift  editorial, 
production  and  shipping  to  Reed  Brennan 
Media  Associates  in  Orlando  while  keep¬ 
ing  management,  creative  development, 
sales,  marketing  and  licensing  in  New 
York  City  (E&P.  July  1 8,  pp.  30-3 1 ). 

Why  the  change  of  plans?  “We  decided 
that  New  York  is  a  good  place  to  do  busi¬ 
ness,”  replies  King  president  Larry  Olsen, 
noting  that  it’s  an  important  city  for 
things  like  licensing  and  that  many  of 
the  syndicate's  creators  want  King  to 
remain  there. 

Also,  sources  outside  the.. ..syndicate 
indicate  that  at  least  a  couple  of  King’s 
top  execs  would  not  have  moved  to 
Florida. 

Kingsyn  Employees  Association 


(KEA)  president  Jerry  Craft  says  he'd 
“like  to  think”  the  union’s  efforts  to  keep 
as  many  people  as  possible  in  New  York 
had  some  impact.  Olsen  acknowledged 
that  the  “give  and  take  of  union  negotia¬ 
tions”  contributed  to  the  decision. 

Craft  says  that,  under 
the  circumstances,  KEA 
got  about  as  much  as  it  ® 

could  after  months  of  on-  .  .  . 

and-off  talks  with  King.  I'*®’ 

He  was  referring  not  only  rtr%r\ri 

to  the  partial  retraction  of  ^ 

the  Orlando  move,  but  also 
to  the  decisions  to  keep  the 
jobs  of  approximately  20  —  Lar 

of  KEA’s  .3 1  members  and  president,  I 
give  somewhat  better  .sev¬ 
erance  benefits  to  people  being  laid  off. 
Craft  and  Olsen  declined  to  give  details 
about  the  benefits. 

The  Hearst-owned  King  had  a  staff  of 
89  (including  non-KEA  members)  before 
layoffs  started  taking  effect  about  a  week 
ago.  Craft  says  he  and  four  other  comic 
art  department  staffers  lost  their  Jobs  first, 
18  editorial  and  other  employees  are 
scheduled  to  go  by  Dec.  31.  and  .seven 
production  and  shipping  people  will  be 
cut  by  Jan.  31. 


“We  decided 
that  New  York  is 
a  good  place  to 
do  business.” 

—  Larry  Olsen, 
president.  King  Features 


^  j  >1 
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King  will  continue  to  have  sites  in  cyberspace  and  New  York  City. 
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Reed  Brennan  —  a  pagination/editing 
firm  founded  in  1994  and  purchased  by 
Hearst  about  two  years  later  —  started 
taking  over  the  work  of  laid-off  employ¬ 
ees  last  week. 

A  number  of  KEA  members  losing 
their  jobs  are  over  50  years 
old  and/or  of  black, 
CIQ6Q  Hispanic  or  Asian  descent. 
^  .  At  one  point,  when  negoti- 

YOrK  IS  ations  between  KEA  and 

ilace  to  particularly 

strained,  the  union  consid- 

nOSS  ”  charging  Hearst  with 

age  and  racial  discrimina- 
Olsen,  tion  (E&P,  Oct.  24,  p.  35). 

ig  Features  things  stand  now,  that 

kind  of  lawsuit  will  not  be 
filed,  according  to  Craft. 

Olsen  says  the  threat  of  that  suit  had  no 
influence  on  King’s  actions. 

Craft  —  who  also  does  the  “Mama’s 
Boyz”  comic  for  King’s  weekly  service 
—  praises  Olsen  and  other  syndicate 
executives  for  their  roles  in  the  negotia¬ 
tions.  “Becau.se  they  know  us,  it  was  a  lot 
more  compassionate  than  it  might  have 
been  if  we  were  negotiating  with  just 
Hearst,”  he  says. 

Olsen  adds  that  Craft  and  others  repre¬ 
senting  KEA  were  “decent  and  honorable 
people  to  do  business  with.” 

The  part  of  King  remaining  in  New 
York  consolidated  last  week  at  235  E. 
45th  St.  Previously,  the  syndicate  also 
rented  space  at  216  E.  45th  St. 

Olsen  says  savings  from  the  office  con¬ 
solidation  and  layoffs  will  help  make  up 
for  New  York  being  a  more  expensive 
place  to  do  business  than  Orlando. 

King,  which  cites  the  tight  syndication 
market  as  a  major  reason  for  cutting  costs, 
distributes  over  150  features.  They 
include  editorial  cartoons  by  Jim 
Borgman,  columns  by  Heloise  and  Dr. 
Joyce  Brothers,  and  comics  such  as 
“Beetle  Bailey,"  “Blondie.”  “Hagar  the 
Horrible,”  “Mutts,”  “The  Eamily  Circus” 
and  “Zits.” 

The  privately  held  company,  founded 
in  1915,  is  one  of  the  biggest  syndicates 
in  the  country. 
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Students  call 
cartoon  racist 

An  affirmative  action  cartoon  in  the 
University  of  Rhode  Island  student  news¬ 
paper  led  to  protests  and  a  temporary  cut¬ 
off  of  the  paper’s  funding. 

Associated  Press  reports  that  black  stu¬ 
dents  demanded  that  the  Good  5  Cent 
Cigar  be  shut  down  for  running  the  car¬ 
toon.  The  Student  Senate  then  froze  fund¬ 
ing  for  the  paper,  but  the  money  was  later 
restored.  In  the  meantime,  local  journal¬ 
ists  and  Journalism  organizations  pledged 
$3,000  to  keep  the  Cigar  publishing. 

The  cartoon,  by  John  Branch  of  the  San 
Antonio  Express-News  and  North  America 
Syndicate,  shows  a  white  professor  greet¬ 
ing  a  black  man  entering  his  classroom. 
“If  you’re  the  janitor,  please  wait  until 
after  class  to  empty  the  trash,”  says  the 
prof  “If  you’re  one  of  our  minority  stu¬ 
dents,  welcome!” 

Black  students  say  the  cartoon  is  the 
latest  in  a  string  of  insults  at  the  universi¬ 
ty.  A  white  student  urinated  on  a  black 
disc  jockey,  other  white  students  chanted 
racial  epithets  at  basketball  players  and  a 
racist  voice-mail  message  was  left  at  the 
school’s  affirmative  action  office. 

But  the  drawing  was  defended  in  a 
Boston  Globe  “Editorial  Notebook”  piece 
by  Dan  Wasserman.  "There  is  nothing 
remotely  racist  about  the  cartoon.  ...  In 
fact,  it  is  an  attack  on  racial  stereotyping 
and  a  defense  of  affirmative  action,”  wrote 
the  GlohefLos  Angeles  Times  Syndicate 
cartoonist,  who  praised  Cigar  editors  for 
not  apologizing. 

The  controversy  is  the  latest  of  .several 
around  the  country  where  a  white  artist 
tried  to  do  an  antiracist  cartoon  that  black 
readers  felt  was  racist.  A  recent  case 
involved  Kirk  Walters  of  the  Toledo,  Ohio, 
Blade  (E&P,  July  1 1,  pp.  10-1 1). 

Bee  bringing 
back  Parade 

The  Sacramento  Bee  will  resume  run¬ 
ning  Parade  on  Jan.  3  while  continuing  to 
carry  USA  Weekend  until  2002. 

Parade  appeared  in  the  Bee  from  1957 
to  1997.  In  the  spring  of  1997,  the  paper 
decided  it  wanted  to  add  USA  Weekend  on 
Friday  while  keeping  Parade  on  Sunday. 


Bee  publisher  Janis  Heaphy  says  Parade 
refused,  so  the  354.000-circulation  paper 
carried  only  USA  Weekend,  on  Sunday. 

But  Heaphy  says  three  subsequent  mar¬ 
ket  studies  over  a  seven-month  period 
indicated  that  readers  still  preferred 
Parade.  So  the  Bee,  with  Parade's  permis¬ 
sion,  decided  to  bring  it  back  in  the 
Sunday  slot.  USA  Weekend  will  move  to 
Friday  and  remain  until  a  five-year  con¬ 
tract  signed  last  year  ends  in  2002. 

With  the  Bee,  Parade's  circulation  will 
pass  37.3  million  in  332  newspapers.  Ad 
rates  will  rise  to  $703,100,  from 
$671,500,  for  a  four-color  page.  Black- 
and-white  pages  go  to  $569,000,  from 
$543,400. 

Adams  family  of 
workers  on  TV 

The  animated  Dilhert  sitcom  will  pre¬ 
miere  Monday,  Jan.  25,  on  UPN.  The 
weekly  show,  first  announced  last  winter 
(E&P,  Feb.  14.  p.  46),  is  scheduled  to  air 
at  8  p.m.  EST.  One  of  its  executive  pro¬ 
ducers  is  “Dilbert”  comic  creator  Scott 
Adams  of  United  Feature  Syndicate. 

Meow  mix  for 
comics  pages 

Creators  Syndicate  editorial  cartoonist 
Bob  Gorrell  is  now  also  doing  a  comic 
panel  starring  a  cat.  Early  “Toby”  clients 
include  The  Dallas  Morning  News. 
Detroit  Free  Press,  Houston  Chronicle 
and  Seattle  Times.  Gorrell,  43,  is  a  former 
Richmond  Times-Dispatch  staffer. 


Steve  Smith  in  a  competition  Corvette 


Columnist  drives 
into  syndication 

Car  and  Driver  executive  editor  Steve 
Smith  is  writing  the  “Ridin’  in  Style”  test- 
drive/review  column  for  the  New  York 
Times  Syndicate.  He  succeeds  Bob 
Sikorsky,  who  still  does  “Drive  It  Forever” 
for  NYTS.  Smith  is  a  competition  driver 
who  also  does  radio,  TV  and  online  work. 
He  formerly  wrote  for  the  Fort  Worth  Star- 
Telegram.  where  his  stories  moved  on  the 
New  York  Times  News  Service. 

Copley  roundup 

Copley  News  Service  is  offering  a  year- 
in-review  package  of  editorial  cartoons  by 
10  creators  it  represents.  Topics  covered 
include  the  Clinton-Lewinsky  affair, 
HMOs.  tobacco,  Micro.soft  and  more. 


The  “Toby”  strip  features  a  black-and-white  cat  in  a  colorful  house. 


www.mediainfo.coin 


EDITOR  &  PUBLISHER  DECEMBER  19.  1998 


29 


Better  plates,  impreved  hardware 
help  flexo  remain  competitive 


Product  development, 
problem-solving  dominate 
annual  flexo  forum 

by  Jim  Rosenberg 

Throughout  the  continuing  consoli¬ 
dation  of  newspapers  and  their  sup¬ 
pliers,  flexography  has  managed  to 
hold  its  own  as  the  road  less  traveled. 

The  number  of  newspapers  using  the 
process  remains  virtually  unchanged  since 
the  mid-1990s.  The  flexo  process  applies 
water-based  ink  from  an  engraved  roller  to 
a  raised-image  pho¬ 
topolymer  plate  that 
makes  a  direct  “kiss” 
impression  on  news¬ 
paper.  It  has  become  a 
viable,  if  niche,  alter¬ 
native  to  offset  lithog¬ 
raphy,  the  dominant 
newspaper  printing 
process  for  decades. 

Flexo ’s  stability  was  borne  out  by  the 
size  of  the  crowd  and  its  new  faces  at  this 
year's  Newspaper  Flexo  User  Group 
(NFUG)  meeting  in  Monterey,  Calif. 

But  where  once  there  were  four  press 
makers,  three  to  five  plate  manufacturers 
and  two  or  three  cushion  suppliers,  press¬ 
es  now  are  built  by  only  two  companies 
and  almost  all  plates  and  cushions  come 
from  a  single  supplier.  Fortunately,  sever¬ 
al  ink  and  tmilox  roll  vendors  still  com¬ 
pete  and  paper  makers  still  offer  support. 

Though  vendors  clearly  haven’t  aban¬ 
doned  the  process,  users  fret  about  a 
future  in  which  a  lack  of  flexo  users 
diminishes  the  number  of  competitive 
vendors  —  and  their  incentive  to  innovate. 

The  flexo  community’s  loss  of  one  of 
its  earliest  members  —  the  Long  Beach, 
Calif.,  Press-Telegram  is  now  centrally 
printed  on  offset  presses  with  its  new 
owner’s  other  area  papers  —  nearly  coin¬ 
cided  with  the  return  of  the  Press- 
Telegram's  erstwhile  pressroom  chief. 

Now  at  the  Monterey  County  (Calif.) 
Herald,  George  Shown  opened  the  flexo 
meeting  by  noting  his  local  connection:  36 
years  ago,  his  father  hired  the  Herald's 


cuiTent  pressroom  manager,  Ed  Gracie. 

Herald  publisher  Patricia  Keil  welcomed 
not  only  managers  from  two  dozen  other 
U.S.  dailies  (and  four  U.K.  production  man¬ 
agers),  but  also  her  own  new  production 
director.  “He  has  made  instant  improve¬ 
ments  to  our  operation,”  Shown ’s  new 
boss  told  his  longtime  colleagues. 

Last  year,  Knight  Bidder  swapped  its 
Boulder,  Colo.,  Daily  Camera  for  Scripps 
Howard’s  Herald,  then  sold  the  Press- 
Telegram  to  MediaNews  Group.  Shown 
had  left  Long  Beach  to  become  production 
director  at  the  Gary,  Ind.,  Post-Trihune, 
another  former  Knight  Bidder  daily,  now 
owned  by  Hollinger 
International. 

Notable  changes  at 
this  year’s  meeting 
were  the  absence  of 
conflict  with  the  News¬ 
paper  Association  of 
America  (NAA)  over 
ink  color  standards  and 
the  bashing  of  Goss 
Graphic  Systems  for  lacking  tlexo  commit¬ 
ment.  Conflict  seems  to  have  turned  to 
cooperation,  as  NAA  press  manager  Frank 
Balentine  agreed  to  judge  the  flexo  group’s 
print  quality  contest,  and  Goss  assured  con¬ 
tinuing  support  even  as  it  ended  flexo  sales. 

Until  the  arrangement  with  NAA.  ex¬ 
plained  Bob  Bums.  NFUG  president  and 
Charlotte  Observer  operations  director, 
“there  was  some  concern  that  the  home 
team  paper  had  an  advantage.”  The  Herald 
was  runner-up  to  the  Concord  (N.H.)  Mon¬ 
itor  in  editorial  black  and  white;  The  News 
&  Observer,  Baleigh,  N.C.,  won  editorial 
color  and  second  place  in  advertising  col¬ 
or;  The  Evansville  (Ind.)  Courier  won  ad 
color  and  second  place  in  editorial  color. 

And  at  Goss,  said  Dennis  McManus, 
“we  are  not  really  in  the  flexo  business 
anymore,”  with  many  employees  who 
worked  on  flexo  having  retired.  When  the 
Seattle  Times  Co.,  a  major  Goss  offset 
customer,  was  about  to  buy  Guy  Gannett 
Communications’  papers  in  Maine,  Times 
Co.  president  H.  Mason  Sizemore  sought 
and  got  Goss’  assurance  of  continuing  sup¬ 
port  for  Guy  Gannett ’s  Portland  flexo  site. 

Following  are  updates  on  flexo  presses. 


components  and  consumables  (see  E&P, 
Dec.  12,  p.  52). 

PRESS  UPDATE 

For  its  continuing  support  of  flexo  cus¬ 
tomers,  including  the  Monterey  County 
Herald,  Goss  emphasized  the  role  of  its 
new,  stand-alone  aftermarket  services 
group.  Advances  available  for  its  Flexo- 
liners  include  split  ink  fountain  seals,  air¬ 
spring  and  adjustable  roller  retrofit  kits  for 
folders,  a  copy  belt  delivery  upgrade,  tubu¬ 
lar  roller  top  of  former  to  eliminate  center 
bearing  support  and  facilitate  paper-width 
changes,  digital  paster  upgrades,  and  a  reel- 
tension-paster  electronic  tension  upgrade 
that  improves  register  control  and  “elimi¬ 
nates  90  percent  of  old  system  parts.” 

Both  MAN  Boland  and  KBA  are  apply¬ 
ing  technologies  developed  for  other 
pres.ses  to  their  flexo  equipment.  MAN 
spokesman  Craig  Simon  called  it  part  of  a 
total  systems  approach,  “regardless  of  how 
ink  is  applied  to  paper.” 

With  advanced  ancillary  equipment  and 
its  Pecom  control  systems  matched  with 
the  flexo  process  in  MAN’s  Flexoman  S 
press,  “the  level  of  system  automation  is 
now  comparable  to  any  offset  press  avail¬ 
able,”  boasted  Simon.  Going  into  the 
Lincoln  (Neb.)  Journal  Star  in  2000,  the 
press  can  utilize  individual  unit  drives  (no 
mainshaft),  digital  unit  controls  (simpler 
wiring,  more  reliable,  better  diagnostics), 
more-rigid  ink  fountain  (less  deflection), 
three-ring  bearings  (longer  life,  superior 
imaging)  and  cylinders  rearranged  in  the 
unit  for  more-flexible  leads. 

KBA’s  next-generation,  compact  flexo 
press  allows  units  to  be  stacked  where 
space  allows.  It  also  benefits  from  reel- 
stand  and  anilox  developments  undertak¬ 
en  for  the  offset  Colora  press  and  Ewert 
America  Electronics  folder  controls.  The 
Colormax  will  borrow  features  from  the 
single-wide  Colormax  SW,  the  Courier, 
and  the  Motter  FX-4  and  CF-1  commer¬ 
cial  press  (web-lead  versatility). 

Objectives  for  KBA  are  easier  service 
and  four-color  printing,  running  two  webs 
through  one  footprint  and  use  of  shaftless 
drives  (motor-per-couple  and  motor-per- 
five-couple  unit)  for  better  color  and  cut- 


Fiexo  newspapers  fret 
over  shrinking  ranks 
of  vendors  of  presses, 
plates  and  cushions. 
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to-print  register,  automatic  couple  timing, 
easier  use  of  a  couple  in  one  unit  to  print 
a  web  from  another  unit  to  print  spot 
color,  plating,  couple  overload  protection, 
elimination  of  couple-to-couple  mechani¬ 
cal  disturbance  and  fewer  points  of  failure. 

From  customer  sites,  KBA  noted  that  a 
children’s  book  publisher  had  used  the 
Colormax  SW  to  print  “paint-with-water” 
pages,  designed  to  use  a  wet  brush  to 
spread  embedded  ink.  And  London’s  Daily 
Mail  has  installed  independently  driven 
second  plate  cylinders  for  imprinting  capa¬ 
bility  on  the  shaftless  expansion  of  its 
flexo  courier  press.  The  flying  imprinter, 
technology  KBA  adopted  from  its  Albert 
Frankenthal  gravure  press  business,  per¬ 
mits  on-the-fly  plate  change  within  the 
confines  of  an  existing  print  couple. 

INKS,  CUSHIONS 

To  the  extent  that  they  print  advertising, 
newspapers  should  consider  themselves 
commercial  printers,  promote  flexo ’s  bene¬ 
fits  and  “cooperatively  push  the  quality 
envelope”  with  better  inking,  hues  and 
proofing,  expanded  tonal  range  and  com¬ 


puter-to-plate  output,  said  Bill  Manfull, 
vice  president  of  business  development 
for  American  Color  Graphics.  He  believes 
flexo  can  be  the  process  of  choice  for 
retail  advertisers  that  want  newspapers’ 
versioning/zoning  capabilities  and  good 
printing  on  lighter  stock. 

“Challenge  the  heatset  segment.”  urged 
CPS  Corp.’s  Don  Szwejbka.  Comparisons 
of  flexo  to  letterpress  or  even  cold  web 
offset  don’t  impress  corporate  advertisers, 
he  said.  Inx  International’s  CPS,  like 
American  Color  a  former  Greater  Buffalo 
Press  unit,  last  summer  completed  the 
automation  of  its  flexo  ink  manufacturing. 

Speaking  in  the  same  vein  about  next- 
generation  inks  for  coated  paper,  Rint  Ink’s 
Norman  Harbin  said  recent  efforts  have  led 
to  smoother  lay,  higher  gloss  and  faster  dry¬ 
ing  that  allows  faster  press  speeds  —  and  all 
but  the  gloss  will  show  up  on  newsprint. 

Racine,  Wis.,  Journal  Times  pressroom 
manager  and  Flint  user  Carl  Simon  said 
the  ink  “has  given  us  another  option  ...  to 
increase  our  commercial  sales,”  adding 
that  it  brought  business  from  an  advertiser 
who  couldn’t  afford  heatset  work.  Anoth¬ 


er  Lee  Enterprises  daily,  the  Mason  City, 
Iowa,  Glohe-Gazette,  will  trial  new  coat- 
ed-stock  formulations  from  The  Ink  Co. 
next  month. 

Harbin  said  Flint’s  flexo  research  now 
focuses  on  the  relation  of  newsprint  sur¬ 
face  roughness  to  color  printing  quality, 
high-dilution  inks  and  the  variables  that 
affect  mottling. 

The  Ink  Co.  offers  three  inks  for  coated 
stock  —  and.  for  the  few  customers  that 
need  them,  ultra-clear  hues.  With  hue  and 
density  standards  now  in  u.se.  said  Glenn 
Pearson,  ink  makers  can  only  differentiate 
their  products  by  solving  other  problems. 
Speaking  for  himself  and  not  The  Ink  Co., 
he  urged  that  flexo  can  “dare  to  be  better 
than  offset.” 

Noting  that  newsprint,  coated  stock  and 
supercalendered  paper  all  experience  sec¬ 
ond-impression  set-off  —  newsprint  the 
least  —  US  Ink’s  Bob  Newsome  said  that 
some  flexo  users  have  had  success  using 
dryers  or  cutting  back  inking.  Though  ink 
and  paper  makers  can  help  by  improving 
their  products,  too  much  ink  will  always 
cause  problems.  Newsome  said,  adding 
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that  fast  drying  on  coated  stock  requires 
low-humidity  pressrooms. 

The  Press  of  Atlantic  City's  production 
director.  John  R.  Rodney,  applauded 
efforts  to  create  a  single  flexo  ink  for  all 
papers,  because  bulk  ink  supply  systems 
make  it  hard  to  use  special  inks  for  one  or 
a  few'  printing  couples. 

Bums  said  the  Observer  has  been  win¬ 
ning  more  commercial  work,  including  a 
golf  publication  on  SC  paper,  and  will  set 
revenue  targets  for  commercial  work. 

Asked  about  dryers.  CPS’s  Szwejbka 
called  them  "nice,  but  right  now  they  may 
be  a  crutch,  where  refomiulation  or  better 
on-press  control  is  warranted.”  Others 
agreed  dryers  are  still  needed  for  high-end 
work,  at  least  with  current  inks. 

The  panel  of  ink  suppliers  also  stressed 
control  of  reclaimed  water  used  to  pro¬ 
duce  fresh  ink.  with  about  209f  pigment 
added  back  into  the  mix. 

Insisting  that  ink  can  differ  from  batch 
to  batch.  Lemont  R.  Haas,  production 
manager  at  The  Union  Leader,  Man¬ 
chester.  N.H..  urged  ink  makers  to  infonn 
customers  when  suppliers  of  raw  materi¬ 
als  change.  If  manufacturers  cannot 
always  achieve  consistency,  he  argued,  at 
least  they  can  infomi  users. 

Harbin  said  Flint  tries  to  get  infomia- 
tion  about  changes  from  its  suppliers.  And 
calling  for  improvement.  CPS's  Szwejbka 
remarked.  "This  industry  is  not  sophisti¬ 
cated  in  its  testing.” 

After  four  ink  makers  discussed  the  inks 
that  sit  on  the  plastic  tops  of  flexo  plates, 
Ted  Miller,  sales  and  marketing  manager 
of  Polyfibron  Technologies,  was  the  sole 
speaker  for  the  cushions  that  support  the 
steel  backsides  of  the  plates.  Polyfibron 
was  spun  off  from  W.R.  Grace,  which  had 
acquired  Goodyear's  cushion. 

Polyfibron  is  testing  “a  new  foam  tech¬ 
nology  to  enhance  both  the  compressibili¬ 
ty  and  the  resilience.”  said  Miller,  adding 
that  it  borrows  from  work  on  a  new  com¬ 
pressible  layer  for  offset  blankets.  Poly¬ 
fibron  hopes  to  begin  field  testing  the 
cushion  early  next  year  and  selling  it  per¬ 
haps  as  soon  as  summer.  The  company 
anticipates  gaining  better  control  of  cush¬ 
ion  caliper  via  automated  manufacturing. 

ANILOX  ADVANCES 

Engraved  anilox  rolls,  which  transfer 
ink  to  plates,  now  last  longer,  and  the 
Charlotte  Observer  is  aiming  for  l.*i()  mil¬ 
lion  impressions  without  significant  wear, 
which  causes  cells  to  carry  less  ink. 

After  reviewing  materials,  engraving 


technologies  and  cell  shapes  in  anilox 
development.  Harper  Corp.  found  the 
optimum  depth-to-opening  ratio  ranges 
from  23%  to  33%,  said  representative  Jim 
Ford.  Less  or  more,  he  maintains,  will 
adversely  affect  cell  shape  and  wall  size 
and  strength  —  thereby  affecting  plugging 
and  other  printing  defects. 

With  the  tolerances  of  volumetric  and 
microscopic  inspection  too  broad,  accord¬ 
ing  to  Ford.  Harper  can  now  use  echoto- 
pographic  measurement.  Similar  to  radar 
mapping,  it  scans  the  surface  of  an  anilox 
roll  and  renders  results  graphically  on 
screen  for  analysis.  Echotopography.  he 
says,  “eliminates  the  human  error  of  the 
other  two  techniques,”  and  cuts  the  margin 
of  error  to  between  5%  and  6%. 

In  other  areas.  Harper  is  working  on 
lighter-weight  rolls  and  an  yttrium-alu¬ 
minum-garnet  laser  to  engrave  finer 
screens. 

Praxair  Surface  Technologies  outlined 
results  of  a  print-density-loss  study  on  two 
anilox  rolls  in  a  newspaper  pressroom. 
The  study  correlates  roll  volume,  density 
and  roll  life.  Roll  life,  operating  cost  and 
increased  ink  consumption  over  time  con¬ 
tribute  to  total  anilox  cost.  Wear  rate  and 
engraving  geometry  affect  print  density 
and  suggest  the  two  approaches  to  main¬ 
taining  density.  Praxair  has  its  own  test  in 
use  in  at  least  one  newspaper,  and  is  work¬ 
ing  toward  “a  greater  depth  of  wear” 
before  volume  loss  degrades  print  quality. 

After  four  years  of  testing  the  Fiberlyte 
composite  anilox  roll,  Pamarco  is  “ready 
with  this  product.”  said  sales  rep  Jason 
Schmitt,  noting  that  of  the  400  in  use,  half 
are  in  U.S.  operations.  The  Fresno  Bee  is 
among  two  dailies  that  have  tried  the  roll. 

Schmitt  says  the  composite  material  — 
carbon  fiber,  with  a  chromium  oxide 
ceramic  surface  —  reduces  roll  weight 
from  more  than  500  lbs.  to  less  than  70 
lbs.  Lighter  Journals  may  support  rolls 
weighing  as  little  as  35  lbs.,  but  in  his 
view  steel  journals  remain  the  better  bet. 

Without  deflection  caused  by  the 
weight  of  steel  —  typically  nine  times 
higher  than  composite  at  no  load,  accord¬ 
ing  to  Schmitt  —  Pamarco  is  seeing  better 
ink-release  characteristics  and  improved 
doctoring  on  the  lighter  rolls. 

With  composite  rolls  on  an  entire  press, 
“you  could  increase  printing  speeds,”  said 
Schmitt.  He  also  calls  the  rolls  safer  for 
staffers  to  handle  and  gentler  on  doctor 
blades.  Pamarco  plans  to  test  reports  by 
packaging  printers  that  doctor  blades  last 
twice  as  long. 


Spot  repairs  also  are  possible.  Schmitt 
said  a  2()-inch  commercial  roll  that  was 
seriously  damaged  after  being  dropped 
into  a  dumpster  under  other  trash  was  suc¬ 
cessfully  repaired  with  carbon  fiber. 

A  composite  roll  costs  S 1 .5(X)  to  $2.(XK) 
more  than  a  steel  roll,  said  Schmitt,  who 
thinks  it  justified  for  new  equipment  but 
possibly  not  for  installed  presses,  on 
which  existing  rolls  can  be  re-engraved, 
within  limits. 

IDEAS  THAT  WORK 

Among  operating  problems  for  which 
solutions  were  prescribed  was  smutting, 
in  which  a  sheet  is  inked  from  the  non¬ 
image  area  of  a  plate.  Noting  that  trials 
showed  that  plates  rotated  1 80  degrees  did 
not  smut  at  all,  Raleigh  News  &  Observer 
pressroom  manager  Bruce  Toy  told  users. 
“We're  getting  ready  to  change  our  press 
...  so  we  can  plate  up  backwards.” 

According  to  Koenig  &  Bauer-Albert, 
the  N&O's  pressmaker,  a  speed  mismatch 
between  cylinders  —  said  to  be  a  matter 
of  degree  and  no  greater  in  Raleigh  than 
else  where  else  —  causes  “the  plate  to 
walk  forward”  and  pull  away  from  its 
cushion. 

Now  trying  to  confirm  the  behavior 
and  its  effect  at  other  sites.  KBA  thinks  it 
can  end  smutting  by  reversing  operation 
—  which  may  not  be  possible  on  all 
presses.  The  Evansville  (Ind.)  Courier's 
older  Motter  FX4  press,  for  one,  can 
silence  or  reverse  its  printing  couples. 
And,  said  a  KBA  spokesman  of  newer 
models,  “inherently  in  shaftless  drive, 
that’s  not  too  hard  to  do.” 

Smutting  usually  indicates  “that  plate 
wasn’t  put  on  straight.”  said  Edward  J. 
Bennett,  product  specialist  at  plate  suppli¬ 
er  NAPP  Systems.  He  suggested  mounting 
a  plate  by  holding  the  center  of  its  edge 
and  pulling  toward  the  opposite  pin 
against  the  direction  of  the  cylinder’s  rota¬ 
tion.  In  the  common  practice  of  pressing 
down  and  smoothing  a  plate  with  the  flat 
of  the  hand,  unnoticed  motion  from  the 
momentary  distraction  can  trap  air  under  a 
plate  and  cause  it  to  bolster. 

From  the  San  Francisco  Newspaper 
Agency  came  a  third  suggestion:  Small 
highlight  dots,  imaged  where  editorial 
won’t  notice,  help  a  plate  lay  down.  So  do 
tiny  punctures,  which  allow  air  to  escape 
as  a  plate  is  mounted.  And  don’t  forget  the 
Armorall  on  the  underside. 

A  further  recommendation:  Instead  of  a 
simple  cross-hair,  use  a  full-plate  image  to 
achieve  the  proper  pull  or  web  tension.  H 
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FEATURES 

AVAILABLE 


ONE  OF  AMERICA'S  Liveliesf  weekly 
columns  just  happens  fo  be  abouf  anti¬ 
ques.  www.antiquefalk.com 

ASTROLOGY 

Weekly  -  Monthly  ■  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@1itne-data.com 

AUTOMOTIVE 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(212)  254-0890,  Fax  (212)  254- 
7646.  Chicago:  Melanie  Glover  (312) 
649-5464,  Fax:  (31 2)  397-5500. 


_ ENTERTAINMENT _ 

"Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

FREE  WWWUNK!  “Fortune  Cookies' 
Attrocts  readers  to  your  web  site  Daily! 
Use  on:  Dining,  Dating,  Bingo  pages. 
http://www.time-data.com/fc.html 
Time  Data  Syndicate  (800)  322-5101 

FEATURES  AVAILABLE 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403- 
1203www.hanania.com 


THOUGHTFUL,  funnv,  weekly  column 
that  gets  readers  talking!  For  samples 
or  information,  see 
wtww.scribendi.com/somples.htm  or 
call  Chandra  at  (5 1 9)  692-4 1 00 

INTERNET  &  TECHNOLOGY 

TechnologyFai  r.  Com 
info@technologyfair.com 
www.technologyfair.com 

THE  INTERNET  IS  HOT! 

Weekly  Internet  column  perfect  for  busi- 
ness/t^hnology  section. 

(877)  527-3652  Toll  Free 
See  us  at  www.KarenLake.com 


Call  us  about  our  low  contract  rates! 
(212)  675-4380  ext.  171 


_ PHOTOS _ 

NEWSA4AKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  ond  travel  pictures. 
www.newsmakers.net 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Coll  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

RELATIONSHIPS 

The  RoMANtic  is  a  FREE  weekly  col¬ 
umn  running  in  over  50  publications. 
(919)  462-0900.  romantc@aol.com; 
www.TheRomantic.com 


ANNOUNCEMENTS  | 


BUSINESS  DEVELOPMENT 


McGanti  &  Co. 

New  and  Old  Media  projects/ventures 
jmcgann@aug.com 
(904)  826-1335 


NEWSPAPER  APPRAISERS 


24  HOURS  (5 16)  379-2797 
(727)  786-5930  Fax  (51 6)  379-3812 
KAMEN  &  CO.  GROUP  SERVICES 


APPRAISALS/BROKERAGE 
Coll  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http:/ /www.bolitho.com 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  31 29,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


www.mediainfo.com 


NEWSPAPER  BROKERS 

GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  RaymonJ,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


JMPC,  Est  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  85215 
(602)  807-7791  FAX  (602)  807-7795 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


THOMAS  C.  BOLITHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 
E-mail:  bolitho@bolitho.com 
http:  /  /  www.bolitho.com 


NEWSPAPERS  FOR  SALE 


AZ-SMALL  BUT  PROFITABLE  paid  com¬ 
munity  weekly  in  historic  Old  West 
town  an  hour  from  metro  market.  Ideal 
climate.  Nice  growth  situation.  Will  sell 
below  gross  of  $  1 50,000. 

Steve  Klinger,  W.B.  Grimes 
(505)  524-0122. 


BI-MONTHLY  TRADE  NEWSPAPER  cov¬ 
ering  arts  and  crafts  industry  for  sale. 
Covers  20  states  in  the  east  but  can  be 
located  anywhere.  Paper  established 
and  growing.  Reply  to  Box  0871 1 , 
Editor  &  Publisher. 


CURRENT  LISTINGS 
GOTO 

_ cribb.com _ 

MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sole. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
g/ease  call  to  discuss  your  options  in  a  sale. 

I  Confidential  Appraisal  for  [^^B)  Bolitho-Cribb 


Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets 


For  a  listing  of 

publications  for  sale,  go  to  |S|B|  406*586-6621 

www.cribb.com  pftattii]  pax  4oe-5)<6-6774 
John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email  :jcrtbb@imt.net 


&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 


NEWSPAPERS  FOR  SALE 


NEW  ENGLAND:  Healthcare  monthly 
$295,000;  FLORIDA:  Island  resort 
magazine  $150,000,  Central  monthly 
$119,000;  COLORADO:  Community 
group  $100,000.  Mayo  Communica¬ 
tions,  (813)971-2061. 


NEW  HAMPSHIRE  is  “red  hot" 
Several  outstanding  weeklies  available. 
All  growth  situations  ranging  in  size 
from  $200,000  to  $1  milfion  in  gross 
soles.  Larry  Grimes.  W.B.  Grimes  Co., 
(301)253-5016 


TWO  EAST  TEXAS  WEEKUES 
$1 20,000  annual  gross  -  growth  area. 
Selling  50%  gross.  Reply  to  Box  0871 9, 
Editor  &  Publisher. 


WEEKLY  IN  WEST  Michigan.  Top 
potential.  Owner  can  stay.  Cash  flow 
$50,000.  Price  $275,000,  cash  or 
large  downpayment. 

Fox  (630)  627-1233 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)  321-2673 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Conununit)’  ■ B 
Neivspapers  O 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  De.sco  Dr..  Dallas.  TX  "5225 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

IF  YOU  ARE  plonning  to  sell  your 
newspoper  through  a  broker,  be  sure 
they  contact  us  os  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  630 1 9. 

INDEPENDENT  PUBLISHER  seeks  small 
or  medium  daily  in  Zone  9.  Will  con¬ 
sider  weekly  ready  to  go  daily.  All 
replies  confidential.  Broker  inquiries 
welcome.  Reply  to  Box  08706,  Editor 
&  Publisher. 


NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner /operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)  451-1520 

PUBLICATIONS  FOR  SALE 

CANADIAN  sports/gaming  magazine 
Bi-weekly.  No  competition.  Blue  chip 
ad  clients.  Strong  distribution. 

Fax:  (41 6)  298- 1 978  for  more  info 


E6?P  Classified 

It’s  Your  People-to-People  Meeting  Place 
Find  your  editor,  advertising  manager,  artist,  sales  representative, 
circulation  manager,  public  relations  or  production  person  with  an 
ad  in  Editor  &  Publisher.  We  reach  the  working  journalists  you 
want  to  reach,  every  week.. .83,000  strong. 

Rates  and  order  form  are  at  the  end  of  the  Classified  section.  To 
increase  accuracy  and  expedite  placement,  Fax  your  ad  to  (212) 
929-1259,  or  mail  it  to: 

Editor  &  Publisher 
Classified  Department 
1 1  W.  19th  Street,  New  York,  NY  10011 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

MID-STATE  PUBLISHING 
Butler  Splasher  4042  Series  70  $7,(X)0 
(931)762-2222 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)428-5817 
Fax  (770)  590-7267 

Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


6  UNIT  COLOR  King  Press  with  5  roll 
stands  and  Heavy  Duty  folder.  30HP 
Drive  and  Motor. 

Ed  Wazney  or  Kyle  Osteen 
(803)  775-6331 

8  UNIT  HARRIS  V-15D  Press,  22  3/4" 
cut-off  1981,  Brush  Damping,  3  units 
equipped  with  running  circumferential 
register.  One  jF-25  folder  equipped 
with  upper  former  and  Quarter  folder. 
Complete  press  with  8  position 
rollstands.  75  H  P.  motor  and  drive. 
Currently  printing  very  good  quality. 
Can  be  seen  running.  Available  now. 
Please  call  (360)  629-9170.  All 
messages  returned.  $275,000. 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (913)648-2000 
Fax:  (913)  648-7750 

FOR  SALE 

(6)  HARRIS  V-22  PRESS  UNITS 
(2)  HARRIS  J-Fl  FOLDERS 
CONTAa  KEITH  GOWER 
(713)  941-4845 
FAX  (71 3)  941 -741 6 

FOR  SALE: 

1  Harris  VI 5A  Printing  Unit,  1986 
with  Brush  Dampening  $25,000  USD 
1  Baldwin  1 05  Count-O-Veyor,  re-built 
$8,000  USD.  Contact: 

Canadian  Web  Consultants  Limited 
(905)  841-8523 


_ PRESSES _ 

GOSS  COMMUNITY  PRESS,  10  floor 
units,  1  stack  (7  units  rebuilt),  1  SS/C 
folder  with  1  / 4  folder  and  upper  for¬ 
mer,  1  S/C  folder  with  1  / 4  folder,  2 
drives,  parallel  system  with  7  clutches. 
Other  auxiliary  equipment  available. 
Call  Tom  for  details  (520)  775-3804. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
Serving  the  newspaper  industry  since 
1910.  Please  call  us  -  we  specialize  in 
quality  pre-owned  web  presses. 

1  (800)  255-6746 
Fax:  (913)492-6217 
www.inlandnews.com 

METRO,  URBANITE,  COMMUNITY, 

SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552- 1 528  Fax  (770)  552-2669 

I  - 

PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 
i  22",  21  1/2",  21" 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 
j  Goss  Y  columns  all  sizes 
'  Goss  Metro  Units 
j  Harris  1 650  folder  22  3/4" 

I  Northeast  Industries,  Inc. 

Tel:  (800)  821 -6257 
Fax:(213)256-7607 


Contact  E&P's  Classified 
Department  if  you  like 


(212)675-4380x171 
hazelp  @  mediainfo.com 


WANTED  TO  BUY _ 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7  Fax  (770)  590-7267 


ONLINE  IN  1999 


EDITOR  &  PUBLISHER’S  ONLINE  BUYERS  GUIDE 

E&P  sets  the  industry  standard  for  quality  resources  and  information  for  news 
publishers.  Our  vendor  search  includes  more  than  2,000  companies  that  provide 
supplies  and  services  to  the  new  media,  newspaper  and  publishing  industries. 

Is  your  business  included  in  our  buyers  guide? 

A  tremendous  online  resource  for  industry  professionals  and  buyers! 

A  unique  opportunity  for  advertisers! 

Contact  the  Editor  &  Publisher  Classified  Ad  Department  and  we  will  show  you 
the  most  affordable  ways  to  reach  publishing  decision  makers  at  newspapers. 

Phone  (212)  675-4380  Ext.  1 71  or  1 73,  Mon-Fri  9am-5pm  EST  EdltollS- 

Fox  (212)  929-1259  pUfOSHER 
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LASSIFIED 


INDUSTRY 

SERVICES 


BUSINESS  CONSULTANTS 

24  HOURS -{51 6)  379-2797 
(727)  786-5930  Fox  (51 6)  379-3812 
KAMEN  &  CO.  GROUP  SERVICES 

CIRCULATION  SERVICES 

1  ALTERNATIVE  THAT  WORKS 
CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 

1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)950-8475 
E-mail;  mnsl@metro-news.com 
WWW.  metro-  news,  com 

BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (91 2)  336-2700 


The  conditions  of  conquest  are  always 
easy.  We  have  but  to  toil  awhile, 
endure  awhile,  believe  always,  and 
never  turn  back 

Seneca 


CIRCULATION  SERVICES 

CIRCULATION  SERVICES,  INC. 
20%  Minimum  Paid  Telemarketing 
Comprehensive  Verification  Reports 
Andrew  Orr  (888)  343-0470 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 


NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 

LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Qur  30th  Year 
(800)  357-1008 


CIRCULATION  SERVICES 

PRQ  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zagnoli 
(8(X))  671-1230  mpborton@aol.com 

SPEORUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop- saver  projects 
•Up-grade  projects 
Call  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 


NEWSPAPER  EXECUTIVE  SEARCH  NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 

“Executive  search,  recruitment  and 
placement  services. ..to  fit  your  needs.' 
Haas,  Watkins  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas^  rhaas.com 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)545-6908, 24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CAU  TOLL  FREE  (800)  657-21 1 0 


ADVERTISING  SALES  TRAINING 
I  Proven  results  in  increasing  ad  volume, 

!  new  contracts,  ad  count,  reductions  in 
!  errors  and  customer  retention.  We 
i  build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 


J  We’re  Planning  1999 

Advertising  Schedules  for  your  business  ’ 


Choose  a  Business  Card  schedule 
based  on: 

■E&P’s  1999  Editorial  Calendar 

■  Special  Conference  Issue  distribution 

■  Specific  weekly  technology  editorial 
coverage  &  EXTRA  distribution 


Contact  E&P  Classified  Advertising 
for  more  information: 

(212)  675-4380  ext.  171 
1 1  West  19th  Street, 

New  York,  NY  10011 
hazelp@mediainfo.com 


SOFTWARE  ^  , 

EQUIPMENT 

FEATURES  AVAILABLE  CIRCULATION  SERVICES 

PUBLISHING  SYSTEMS 

Your  Business  Card 

Your  Business  Card 

HERE 

SALES  &  TRAINING 

CONSULTING 

1 

INTERNET  SERVICES 

SPECIAL  PRODUaS 

TELEMARKETING 

PRESSROOM  SERVICES 

www.medlainfo.com 
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HELP  WANTED 


_ ACADEMIC _ 

CHAIR  SOUGHT  TO  DIREa 
KIPLINGER  MID-CAREER  PROGRAM  IN 
PUBLIC  AFFAIRS  REPORTING 
The  School  of  Journalism  and  Commu- 
nicafian  at  the  Ohio  State  University  ; 
seeks  an  outstanding  public  affairs  i 
journalist  minimum  of  1 0  years  excep¬ 
tional  experience,  to  head  the  Kipl-  ^ 
inger  Pragram  in  Public  Affairs  Repart-  | 
ing.  The  Kiplinger  professor  works  with 
a  small  group  of  mid-career  journalists 
to  develop  an  interdisciplinary  pro-  j 
gram  of  study.  The  professor  also  | 
teaches  in  the  journalism  program.  Stu-  i 
dents  earn  a  Master  of  Arts  degree  in 
journalism. 

Flexibility  of  the  position,  along  with 
the  vast  resources  of  the  university,  1 
allow  the  Kiplinger  professor  to  con¬ 
tinue  to  pursue  professional  interests  i 
and  activities.  National  reporting  expe¬ 
rience  an  asset,  as  is  teaching  experi¬ 
ence.  Master's  degree  strongly  pre¬ 
ferred;  Bachelor's  degree  required. 
Appointment  renewable  annually  to 
maximum  of  five  years.  Minimum  twa- 
year  commitment  sought.  Appointment  i 
effective  September  1 ,  1 999.  Review  of  | 
applications  begins  March  1 ,  1 999,  con¬ 
tinues  until  position  is  filled. 

Application  letters,  with  resume  and  ! 
names  of  three  references,  to  Professor  \ 
David  Richter,  School  of  Journalism 
and  Communication,  The  Ohio  State  ; 
University,  3016  Derby  Hall,  154  N. 
Oval  Mall,  Columbus,  OH  43210- 
1339. 

The  Ohio  State  University  is  an  Equal 
Opportunity/Affirmative  Action  em¬ 
ployer.  Qualified  wamen  and  mino¬ 
rities,  Vietnam-era  veterans,  dis¬ 
abled  veterans  and  the  disabled  are 
encauraged  to  apply. 


ADMINISTRATIVE _ 

BUSINESS  MAGAZINE  PUBLISHER 
Recent  promotion  due  to  corporate 
expansion  has  created  an  excellent 
opportunity  for  highly  motivated  busi-  i 
ness  magazine  professional  to  assume 
bottom-line  responsibility  for  a  #1 
magazine  serving  the  health  care 
industry.  Must  be  experienced  in 
marketing  and  sales  management  and 
have  broad  in-depth  knowledge  of  busi¬ 
ness  magazine  publishing.  Health  care 
industry  knowledge  o  plus.  Competitive 
salary  and  benefits  package  offered. 
Send  cover  letter  with  resume  and 
salary  requirements  to  Human 
Resaurces  Manager-EP/HCP,  Miramar 
Cammunications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax:  (310) 
317-0072.  wrww.miramar.com  EOE 

GENERAL  MANAGER/PUBLISHER  for 
weekly  newspapers  in  the  beautiful 
Eastern  Sierra  region  of  California  with 
revenues  of  over  $1 ,200,000.  Must  be 
strong  in  sales  and  marketing  with  a 
good  understanding  of  low  cost  opera¬ 
tions.  Considerable  potential  to  the 
right  person.  Reply  to  Box  08712, 
E^tor  &  Publisher. 


_ ADMINISTRATIVE _ 

GENERAL  MANAGER 
Brehm  Communications,  Inc.,  has  an 
immediate  opening  for  a  general  man-  | 
ager  for  a  5-day  morning  daily  in 
Princeton,  Indiana  (circulation  6,000),  | 
Will  consider  an  advertising  manager  ; 
wishing  ta  mave  up  to  GM,  Advertising  : 
skills  a  must,  circulation  skills  a  plus. 
The  Princeton  Daily  Clarion  is  part  of  i 
Brehm's  Tri-State  Media  cluster,  which 
also  includes  Boonville,  IN  and  Mt. 
Carmel,  IL.  Princetan  is  also  home  to  a  1 
new  Toyota  plant.  Pay  package  in  the 
$40's  plus  prafit-sharing  plan.  Join  a 
growing  company  that  affords  oppor¬ 
tunity.  Send  resume  and  cover  letter  to  i 
General  Manager,  BCI,  P.O.  Box  | 
28429,  San  Diego,  CA  92 1 98  or 

E-mail  resume:  gblack@pdclarion.com  1 


_ ADVERTISING _ 

AD  DIRECTOR/SALES  MANAGERS  -  ! 
Visit  wnvw.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

ADVERTISING  ACCOUNT  MANAGER  ; 
The  Commercial  Appeal,  a  leader  in  ! 
the  E.W.  Scripps  Company,  has  an 
apening  for  a  Retail  Territory  Sales  ! 
Manager.  This  is  an  exceptional  oppor¬ 
tunity  for  a  creative  manager  to  lead  a 
staff  and  to  grow  revenue  in  our  expan¬ 
ding  market.  Memphis,  home  of  the  j 
blues  (and  Elvis),  has  large  city 
amenities,  with  small  town  living  within 
minutes.  We  offer  competitive  salary, 
bonus,  excellent  benefits  and  a  good 
work  environment.  If  you  are  interested 
in  being  part  of  our  team,  and  have  a  ! 
proven  track  record  in  sales/sales 
management,  send  resume  to  Linda  ; 
Steen,  employment  manager,  495 
Union  Avenue,  Memphis,  TN  38103. 

ADVERTISING  DIREQOR 
HERE  is  a  place  where  you  can  make  a 
difference!  The  Weekly,  an  entertain¬ 
ment-oriented  newspaper  in  Toleda,  ta 
debut  in  '99.  Must  have  entrepreneur¬ 
ial  spirit.  Tremendous  potential.  Help 
;  us  reach  if!  Resumes:  Russ  Lemmon, 
6826  Sunridge  Lane,  Holland,  OH  I 
i  43528.  Inquiries:  lemmon@aol.com 

ADVERTISING  DIREQOR  j 

i  Due  to  retirement,  we  have  an 
immediate  opening.  Qualified  candi-  j 
■  dates  should  be  highly  motivated  with 
the  ability  to  lead  and  train  our  sales 
staff.  Creativity  and  new  ideas  are  a 
j  must!  Competitive  compensation 
package.  Send  letter  that  describes 
your  accomplishments  AND  GOALS 
to  Richard  Morris,  general  manager. 
The  Sentinel-Tribune,  P.O.  Box  88, 
Bowling  Green,  OH  43402.  Or  Email 
rrmorris@wcnet.org 


ADVERTISING  DIREQOR 

Wanted  for  Zone  4,  13,000  daily  with 
19,500  TMC.  Must  be  self  starting, 
highly  motivated  leader  and  team 
builder.  Ideal  candidate  will  have  a  suc¬ 
cessful  sales  development  track  record, 
think  strategically  and  be  knowl¬ 
edgeable  of  the  budgeting  process. 
I  Fax  resume  with  salary  history  to  D. 
'  Murray  at  (770)  41 2-1678. 


_ ADVERTISING _  , 

ADVERTISING  SALESPERSON,  mini-  | 
mum  2  years  experience,  needed  by 
Zone  5  group  to  become  part  of  man-  j 
agement  with  superb  profit-sharing,  com¬ 
missions  and  best  benefits.  Up  to  | 
$44,000  base  salary.  Must  be  strong 
on  layouts,  have  a  love  for  selling  and  j 
working  with  people,  and  able  to 
inspire  a  small-town  staff  in  Heartland 
America.  Send  letter  that  describes  : 
your  accomplishments  and  goals,  j 
along  with  a  resume  to  Box  08693, 
Editor  &  Publisher. 


ADVERTISING  SALES  MANAGER  i 
The  Bay  City  Times,  in  Bay  City  1 
Michigan,  has  an  opening  for  a  Retail 
Advertising  Sales  Manager.  If  you  are 
a  successful  sales  representative,  with  a 
proven  track  record  of  positive  news-  j 
paper  sales  results,  looking  to  take  the 
next  step  into  sales  management,  we 
have  the  opportunity  for  you.  The  ideal 
candidate  will  have  the  ability  to  • 
motivate,  train,  and  supervise  the  sales 
effarts  af  a  team  of  1 2  sales  represen¬ 
tatives.  Must  have  excellent  communi-  1 
catian  and  interpersanal  skills.  The  Bay  j 
City  Times,  a  Newhouse  newspaper,  i 
offers  excellent  salary  and  benefits.  For 
immediate  cansideration,  please  send  | 
a  cover  letter  along  with  your  resume  i 
and  compensation  requirements  to 
Mike  Gallagher 
Advertising  Director 
31 1  Fifth  Street,  Boy  City,  Ml  48708 


CLASSIFIED  TELECENTER  MANAGER 
The  leading  daily  newspaper  in  Ven-  [ 
tura  County,  California  with  circulation  I 
over  100,000  is  looking  for  a  strong 
leader  to  oversee  the  day  to  day  oper-  [ 
ations  of  our  advertising  Telecenter. 
This  position  will  be  responsible  for  the 
direct  supervision  of  25  sales  and  ser¬ 
vice  representatives.  Responsibilities 
include  the  daily  direction  of  the  sales 
group  and  implementing  training  and  1 
mativatianal  pragrams.  Additionally, 
the  individual  in  this  position  would 
assist  in  budgeting,  financial  fore¬ 
casting  and  the  strategic  planning  and 
implementation  of  sales  programs  to 
achieve  departmental  revenue  objec¬ 
tives. 


The  correct  candidate  should  have  5-7 
years  previous  classified  sales  experi¬ 
ence  with  at  least  2  in  a  supervisory/ 
managerial  role.  Strong  computer, 
motivational,  analytical  and  leadership 
skills  are  a  must.  We  offer  a  com¬ 
petitive  salory  and  benefits  package. 
Send  resume  to: 

Joan  Dzuro,  SPHR 
Ventura  County  Star 
5250  Ralston  Street 
Ventura,  CA  93(X)2 

Fax:  (805)  644-5633 
No  phone  calls,  please 
EOE 


Your  communication 
link  to  the  newspaper 
industry  every 
week  since  1884. 


_ ADVERTISING _ 

DIREQOR  OF  ADVERTISING 

Freedom  Newspapers  af  New  Mexico 
seeks  a  self-starter  to  help  us  grow  and 
lead  the  sales  efforts  for  three  com¬ 
munity  newspapers  (two  daily,  one  bi¬ 
weekly)  with  total  circulation  of 
16,500.  We  offer  competitive  salary 
and  benefits.  This  position  is  located  in 
Clovis,  NM.  Send  resume  and 
references  with  cover  letter  and  salary 
requirements  to: 

Clovis  News  Journal 
Julie  Moreno,  Senior  Publisher 
P.O.  Box  1689 
Clovis,  NM  88101 


DISPLAY  ADVERTISING  MANAGER 

The  Marin  Independent  Journal,  a  Gan¬ 
nett  newspaper  located  just  north  of 
San  Francisco  has  an  opening  for  an 
innovative  success-oriented  individual 
with  proven  track  record  in  newspaper 
sales  management.  The  successful  can¬ 
didate  will  develop  and  motivate  our 
sales  team,  and  with  aggressive 
initiatives  will  grow  top-line  revenue 
and  increase  market  share.  We  require 
5  years  newspaper  sales  experience 
and  2  years  in  a  supervisory  role.  A  col¬ 
lege  degree  is  preferred.  If  qualified, 
please  send  resume  and  cover  letter 
with  salary  history  to  Marty  Rubino, 
advertising  director.  The  Marin  Inde¬ 
pendent  Journal,  P.O.  Box  61  50,  Nov¬ 
ato,  CA  94948-6150.  The  I.J.  &  Gan¬ 
nett  are  equal  opportunity  employers. 

GENERAL  MANAGER/ADVERTISING 
MANAGER  36,000  circulation.  South 
California  weekly,  growing  area.  Allen 
P.  McCombs,  publisher.  Fax  (909) 
590-1217,  Phone  (909)  628-5501 , 
E-mail  BTWB80A@prodigy.com 


MAJOR  ACCOUNTS  MANAGER 
j  Major  Accounts  Manager  sought  for 
i  The  Times  Herald-Record,  (daily, 
86,785,  Sunday,  99,333).  This  position 
I  will  be  responsible  for  maximizing 
'  revenue  from  a  list  of  our  largest  and 
most  valuable  advertisers.  The  autstand- 
I  ing  applicant  will  demonstrate  a  suc¬ 
cessful  track  record  in  media  sales, 

1  extensive  market  knowledge  and  a 
I  superlative  communication  skill.  This 
manager  will  be  required  to  develop 
I  and  deliver  formal  advertising/ 
marketing  presentations  that  meet 
,  customer  and  company  needs.  The 
'  ability  ta  work  with  market  research, 
data  bases,  and  retail  sales  required. 

1  Comfort  in  a  competitive  media  envi¬ 
ronment  will  be  essential.  In  addition 
to  selling  and  servicing  a  list  of 
major  accounts,  this  key  manager 
will  serve  as  the  leader  of  an  advertis- 
;  ing  team  that  consists  of  other  sales 
and  coordinator  personnel.  Send  resume 
to  The  Times  Herald-Record,  Human 
Resources  Department,  40  Mulberry 
Street,  Middletown,  NY  1 0940. 

EOE 


NATIONAL  DIRECTOR  OF  ADVERTIS¬ 
ING  needed  for  a  niche  oriented  BTB 
publication  in  central  New  Jersey.  We 
need  a  top  notch  closer  to  sell  and 
assist  our  sales  team.  Good  draw 
against  strong  commission  plus  401  (k) 
&  full  benefits.  Contact  Ann  O'Neal, 
publisher  at  (609)  587-6200. 
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_ ADVERTISING _  ! 

RECRUITMENT  TEAM  LEADER  | 

Indianapolis  Newspapers,  Inc.  has  an  I 
immediate  full  time  employment  oppor¬ 
tunity  in  our  Advertising  and  Marketing 
Department.  We  are  seeking  a  | 
qualified  candidate  to  fill  the  Recruit-  I 
ment  Team  Leader  in  our  Classified  ! 
Call  Center.  I 

The  Recruitment  Team  Leader  is 
responsible  for  the  following: 

•establishing  and  directing  strategic 
recruitment  initiatives  of  Indianapolis  : 
Newspapers  to  meet  sales  objectives  | 
and  the  department  budget.  i 

•increasing  recruitment  advertising 
market  share  through  existing  client  i 
base  and  new  business  development  of  ! 
local,  regional  and  national  companies  j 
as  well  as  recruitment  advertising  agen-  | 
cies  by  strengthening  and  developing  ' 
collaborative  relationships. 

•effectively  managing  the  inside  and 
outside  sales  force  by  providing  indi¬ 
vidual  and  team  guidance  that  is 
developmental  in  nature. 

The  ideal  candidate  will  have  signifi¬ 
cant  experience  leading  and  managing 
a  focused  sales  team.  This  individual 
must  possess  the  ability  to  build  and 
maintain  effective  relationships  with 
client  and  advertising  agency  decision¬ 
makers;  experience  in  executing 
strategic  plans  and  achieving  results; 
and  strong  leadership  qualities  and 
interpersonal  skills.  A  degree  in  com¬ 
munications,  marketing  or  advertising 
is  preferred. 

Indianopolis  Newspapers,  Inc.  offers 
an  attractive  benefits  pockage  that 
includes  medical,  dental,  vision  cov¬ 
erage,  a  pension  plan  and  a  401  (k) 
program. 

Interested  candidates  should  submit  a 
resume  with  a  cover  letter  identifying 
this  position,  salary  history  and 
references  to: 

Employment  Division 

Indianapolis  Newspapers,  Inc. 

307  North  Pennsylvania  Street 
P.O.  Box  1 45 

Indianapolis,  IN  46204-01 45 
Fax:  (317)633-9816 
Equal  Opportunity  Employer 


THE  DICKINSON  PRESS,  one  of  the 
best  community  newspapers  in  the 
upper  Midwest,  is  searching  for  a 
dynamic  advertising  manager  to  lead 
a  five  person  department.  This  position 
requires  an  enthusiastic  advertising  pro¬ 
fessional,  preferably  with  management 
experience  in  either  classified  or  retail. 
Please  send  resume  and  compensation 
expectations  to  Peter  Rogers,  publisher, 
P.O.  Box  1 367,  Dickinson,  ND  58601 . 


The  weapon  of  the  brave  is  in  his  heart 

Unknown 


_ ADVERTISING _ 

SEEKING  ENERGETIC  individual  to 
lead  this  50,000  daily  forward  to  new 
challenges  and  opportunities.  Responsi¬ 
ble  for  developing  sales  staff  through 
creative  business  development 
initiatives,  motivation  techniques  and 
creation  of  new  products  and  services. 
If  you  are  interested  in  joining  a  win¬ 
ning  team,  send  resume  and  references 
to  Human  Resources,  Abilene  Reporter- 
News,  P.O.  Box  30,  Abilene,  TX 
79604.  mercierd@abinews.com 


_ ART/GRAPHICS _ 

GRAPHICS/PRODUaiON  ARTISTS 
NY-based  publisher  seeks  energetic, 
detail-oriented  people  for  two  art/ 
production  spots  in  fast-paced  environ¬ 
ment: 

GRAPHIC  DESIGNER  with  skills  in 
QuarkXPress,  Photoshop,  Illustrator;  must 
work  independently  and  on  deadline; 
ability  to  create  news  graphics  a  plus. 
DESIGN/PRODUCTION  person  with 
I  strong  organizational,  design,  computer 
I  skills;  magazine  production  experience 
preferred. 

;  Fax  resume  and  letter  containing  salary 
'  requirements  to  Art  Director 
!  (212)691-7287 


j _ CIRCULATION _ 

I  CIRCULATION  DIREQOR 

I  Daily  Sunday  Philadelphia  local  news- 
I  paper  is  seeking  an  energetic,  experi- 
!  enced  circulation  director.  Excellent 
j  salary,  benefits  401  (k)  and  advance¬ 
ment  opportunities  for  the  right  hands- 
j  on  candidate.  Reply  to  Box  0871 5,  Editor 
I  &  Publisher 


_ CIRCULATION _ 

j  CIRCULATION  DIREQOR 
I  Seven-day  community  newspaper  in 
j  Zone  1  is  seeking  a  results-oriented  pro- 
I  fessional  to  manage  its  circulation 
department.  The  ideal  candidate  has 
j  the  demonstrated  ability  to  closely 
!  manage  home  delivery  and  receiva¬ 
bles,  develop  a  strong  single  copy  pres- 
;  ence  and  Implement  effective  market- 
I  ing  strategies. 

I  If  you  are  ready  to  take  your  career  to 
I  a  new  level,  have  a  minimum  of  five 
years  circulation  management  experi- 
j  ence  and  wish  to  join  an  organization 
j  that  will  challenge  you  to  your  full 
j  potential,  this  may  be  the  right  job  for 
you. 

j  We  provide  an  exceptional  starting 
!  salary  and  benefits  package  with 
1  unlimited  growth  potential.  Reply  in  con- 
j  fidence  to  Box  08718,  Editor  &  Pub- 
j  lisher. 

I  INSIDE  SALES  MANAGER 
I  The  Oregonian,  the  Northwest's  largest 
I  newspaper,  is  accepting  applications 
I  for  the  position  of  Inside  Sales  Man¬ 
ager.  Responsibilities  include  leading 
I  two  managers  and  25  sales  represen- 
;  tatives  to  specified  goals,  design  of  out- 
:  bound  aquisition  and  retention  calling 
I  campaigns,  and  assisting  in  planning 
and  budgeting  of  sales  strategy  for  the 
i  Circulation  Division.  College  degree 
I  and  prior  circulation  experience  are 
:  preferred.  Please  send  resume, 

I  references  and  salary  history  to  The 
!  Oregonian,  Attn.  Employment  Man- 
i  ager,  1 320  SW  Broadway,  Portland, 
OR  97201  by  our  deadline  of  January 
j  8, 1999.EOE 


CIRCULATION 

CIRCULATION  MANAGEMENT 


We  are  often  consulted  by  client  news¬ 
papers  to  help  fill  key  management 
positions  in  circulation.  The  top  need  is 
for  people  with  solid  experience  in 
circulation  marketing,  who  can  build 
paid  circulation  volume. 

If  you  might  be  interested  in  an  upcom¬ 
ing  opportunity,  please  send  resume, 
salary  needs,  and  other  pertinent  data 
to  us.  Complete  confidentiality,  with  no 
resume  sent  to  a  newspaper  without 
your  prior  OK. 


j  We  currently  have  two  openings  for 
!  which  we  seek  specific  candidates  -  the 
*  circulation  directorship  of  a  37,000 
j  daily  in  the  Northeast,  and  of  two 
<  dailies  totalling  1 1 ,000  in  the  South¬ 
east.  Both  are  excellent  opportunities! 

j  Ron  Anderson,  Anderson,  Randles  & 

■  Associates,  P.O.  Box  300,  Pittsford, 
NY  14534.  Fox:  (716)  248-9551 . 

'  SALES  MANAGER 

!  The  Courier-News,  a  Gannett  newspa- 
'  per  serving  Central  New  Jersey,  seeks 
I  a  results-oriented  sales  manager  who 
I  likes  a  competitive  arena.  Respon- 
:  sibilities  include  field,  com¬ 
munity  and  sponsorship  sales,  sub¬ 
scriber  growrth  and  single  copy 
'  synergies.  This  manager  interacts  with 
j  colleagues,  with  the  community  and 
I  with  local  and  national  businesses. 

I  Please  send  a  resume  (including 
references  and  salary  history  or 
requirements)  and  a  cover  letter  to 
i  Human  Resources  Director  Lori  Aynat, 
i  1201  Route  22  West,  Bridgewater,  NJ 
08807.  The  Courier-News  and  Gan¬ 
nett  are  Equal  Opportunity  Employers 
I  that  value  diversity  in  the  workplace 
I  and  especially  encourage  those  who 
share  that  vision  to  apply. 


ADVERTISING  ADVERTISING  ADVERTISING 


_ SK\ 

Are  You  Looking  for  Personnel 

with  Suburban  Newspaper  Experience? 

Suburban  Newspapers  of  America's  member  newsletter 
offers  you  another  cost-effective  recruitment  advertising  opportunity 
and  exposure  to  an  unduplicated  market  of  suburban  newspaper 
professionals.  Our  Suburban  Publisher  newsletter  is  a  high-quality, 
bi-monthly,  1 6-page,  three-color,  tabloid  publication  printed  on 
newsprint  and  distributed  amongst  the  staff  of  our  2,000  suburban 
newspaper  members  located  throughout  North  America. 
Collectively,  these  newspapers  employ  approximately  20,000 
professional  staff  in  all  areas  —  editorial,  classified  advertising, 
display  advertising,  production,  information  services,  etc. 

Place  your  recruitment  ads  with  us  and  you'll  also  receive 
exposure  on  the  SNA  Web  site  at  no  extra  cost.  Our  classified 
liner  ads,  recruitment  display  ads,  and  private  reply  boxes  are 
competitively  priced. 


To  receive  on  insertion  order  coll  SNA  at  312-644-6610  (x4731), 
send  us  on  e-mail  at  sna^sboxom,  or  download  one  from  our  Web  site 
at  viww.soburban-news.org/classifieds-order.rtf 
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HELP  WANTED 


_ CIRCULATION _ 

THE  NEWS-JOURNAL  is  accepting 
resumes  for  a  second  number  two  posi¬ 
tion  with  our  circulation  department. 
The  News-Journal  is  a  family  owned 
100,000  daily  newspaper  located  in 
Daytona  Beach,  Florida.  This  position 
will  assist  our  corporate  circulation 
director  by  managing  roughly  one  half 
of  all  circulation  responsibilities.  This  is 
an  ideal  position  for  a  key  circulation 
manager  or  a  circulation  director  work¬ 
ing  with  a  smaller  newspaper.  Candi¬ 
dates  should  have  a  minimum  of  five 
years  of  circulation  management  expe¬ 
rience.  Knowledge  of  GEAC  software 
and  computer  skills  are  a  plus.  If 
interested,  mail  your  resume  and 
salary  expectations  to  Doug  Davis, 
corporate  director  of  circulation.  The 
News-Journal,  P.O.  Box  2831, 
Da^ona  Beach,  FL  32120.  No  phone 
calls,  please. 

EDITORIAL 

10,000  CIRCULATION  DAILY  seeks 
managing  editor  to  oversee  news  pro¬ 
duction.  Superb  copy  editing  and 
layout  skills  needed.  Send  resume  to 
brownd@nytimes.com  or  David  Brown, 
Lake  City  Reporter,  126  E.  Duval 
Street,  Lake  City,  FL  32055. 

AGRI-BUSINESS  REPORTER  sought  by 
50,000-Texas  AM.  Successful  candi¬ 
date  will  have  a  thorough  knowledge 
of  agriculture  issues  and  challenges, 
reporting  experience  and  organiza¬ 
tional  planning  skills.  Great  opportu¬ 
nity  in  an  area  where  agriculture 
counts  and  readers  care.  Send  clips, 
resume  to  James  H.  Denley,  editor, 
Abilene  Reporter-News,  100  Cypress 
Street,  Abilene,  TX  79601 . 

denleyj@abinews.com 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITOR 

The  Virginian-Pilot  in  Norfolk,  VA, 

I  seeks  an  assistant  team  leader  to  help 
1  direct  its  10-member  Public  Safety 
I  Team.  Applicants  should  have  a  mini- 
■  mum  five  years  experience  at  a  daily 
newspaper;  strong  coordinating  and 
organizing  skills;  demonstrate  inves¬ 
tigative  work,  and  an  ability  to 
t  work  well  with  others  and  inspire  them 
i  to  grow.  Letters,  resumes  and  clips 
should  be  sent  to  Bill  Burke,  Public 
Safety  editor.  The  Virginian-Pilot,  150 
W.  Brambleton  Avenue,  Norfolk,  VA 
’  23510. 

i  ASSISTANT  EDITOR  needed  for  web's 
1  leading  personal  finance  site.  Beat 
writing  and  supervisory  experience 
required;  features,  consumer  or  busi¬ 
ness  experience  a  plus.  No  online 
\  experience  needed  -  will  train, 
j  E-mail  briano@bankrate.com 


ASSOCIATE  EDITORS 

I  New  Times  is  looking  for  associate 
I  editors  at  its  award-winning  weekly 
j  newspapers  in  Denver,  Miami,  and  Los 
j  Angeles. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
j  interview  process  includes  an  extensive 
]  editing  test.  Applicants  for  Miami  and 
Los  Angeles  must  have  a  strong  back¬ 
ground  in  features,  film  and  the  arts. 
1  Denver  applicants  should  have  a  solid 
j  news  background. 

I  Christine  Brennan 

,  Executive  Managing  Editor 

New  Times,  Inc. 
i  P.O.  Box  5970 

i  Denver,  CO  802 1 7 

No  phone  calls  or  E-mail,  please 


EDITORIAL 


EDITORIAL 


:r  seeks  determined,  seasoned 
reporter  and  lively  writer  for  New  York-based  busi¬ 
ness/media  beat.  Person  required  to  write  deadline 
news  stories  as  well  as  in-depth  analytical  stories. 
Sense  of  humor  required. 


Also,  looking  for  a  general  assignment  reporter  based 
in  New  York.  Person  must  be  a  dogged  reporter  and 
stylish  writer.  Position  requires  the  ability  to  handle 
wide  range  of  subjects,  especially  new  media.  Sense  of 
humor  a  requisite. 

Mail  resume  and  clips  to; 


Steve  Yahn, 
senior  managing  editor 

The  Editor  &  Publisher  Company 
11  West  19th  Street, 

New  York,  NY  10011 


_ EDITORIAL _ 

ASSISTANT  METRO  EDITOR 

The  Fayetteville  Observer-Times,  a 
70,000  daily  in  North  Carolina,  needs 
an  energetic,  creative  journalist  to  fill 
i  an  assistant  metro  editor  position. 

;  Responsibilities  include  sharing  man- 
’  agement  and  editing  duties  with  two 
i  other  assistant  metro  editors  and  lead- 
'  ing  our  business  team.  We  want 
someone  who  can  coach  reporters,  col- 
I  loborate  with  co-workers  and  produce 
j  good  stories  everyday.  Excellent  oppor- 
j  tunity  for  someone  who  wants  to  move 
'  up.  Send  cover  letter,  resume  and  work 
!  samples  to  Jeffry  Couch,  assistant 
!  managing  editor.  The  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet- 
j  teville,NC  28302. 

ASSOCIATE  EDITOR 
Philadelphia  Gay  News,  An  award- 
j  winning  weekly  newspaper  covering  the 
I  gay,  lesbian,  bisexual  and  transgender 
communities  in  the  Philadelphia  region, 
i  seeks  an  Associate  Editor. 

Responsibilities  include  editing  local 
I  and  wire  copy;  designing  and  paginat- 
I  ing  news  and  features  pages;  writing 
1  headlines  and  cutlines;  and  working 
with  local  and  national  free-lance 
j  writers  and  photographers. 

Strong  editing,  design  and  technical 
skills  are  essential;  experience  with 
QuarkXPress  and  Photoshop  is 
I  recuired. 

j  There  are  opportunities  for  writing 
j  news,  features  and  reviews.  Candi- 
!  dates  should  have  a  college  degree 
:  and  journalism  experience, 
j  Send  cover  letter,  resume,  clips  and 
;  references  to: 

'  Editor 

Philadelphia  Gay  News 
505  S.  Fourth  Street 
Philadelphia,  PA  1 91 47 
!  No  phone  calls 

I  This  is  a  full-time,  salaried  position  with 
a  generous  benefits  package.  PGN  is 
an  Equal  Opportunity  Employer. 

ASSISTANT  PHOTO  EDITOR 
i  Country  Weekly  Magazine,  based  in 
West  Palm  Beach,  Florida,  has  an 
immediate  opening  for  a  detail- 
oriented  person  familiar  with  the  coun¬ 
try  music  industry  and  capable  of 
'  scheduling  multiple  photo  assignments 
j  in  a  high-pressure,  deadline-driven 
I  environment.  Must  possess  strong 
i  organizational  and  phone  skills.  Must 
[  also  be  proficient  with  Mac  and 
I  WordPerfect  7.0.  Excellent  salary  and 
benefits  package.  Fax  resume  and 
salary  requirements  to  (561)  540- 
:  1086.  EOE 

'  ASSOCIATE  EDITOR  -  Soundings,  the 
nation's  boating  newspaper  in  Essex, 
j  Connecticut,  is  looking  for  an  associate 
I  editor  to  help  manage  a  small  staff  and 
edit  several  regional  editions.  Strong 
I  news  editing,  organizational  skills  and 
a  solid  knowledge  of  boats  required. 
Send  resume,  clips  and  salary  require- 
'  ments  to  William  Sisson,  editor,  35 
Pratt  Street,  Essex,  CT  06426. 

!  AWARD-WINNING  Virginia  PM  seek- 
!  ing  education  and  court  reporters  for 
'  key  beats  on  the  newspaper  and  in  the 
I  community.  Send  clips,  resume  to 
I  Ginny  Wray,  editor,  Martinsville  Bul- 
I  letin,  P.O.  Box  371 1,  Martinsville,  VA 
I  241 15,  or 

Email  to  info@martinsvillebulletin.com 


1 _ EDITORIAL _ 

!  ASSOCIATE  EDITOR 

i 

I  Unusual  opportunity  for  experienced 
editor!  We're  a  new  publishing  group 
being  launched  by  a  rapidly  growing, 

I  financially  solid  international  company. 

]  We'll  create  a  major  Web  site  now 
and  a  printed  magazine  later  that  will 
address  the  needs  of  independent  (self- 
j  employed)  knowledge-based  pro- 
1  fessionals.  As  Associate  Editor,  you'll 
j  build  a  network  of  authors,  acquire 
I  and  evaluate  manuscripts,  and  develop 
’  new  ideas.  You  should  have  extra- 
;  ordinary  English  language  skills, 
j  eight  to  ten  years  of  publishing  experi- 
j  ence,  and  a  background  in  acquisi- 
!  tions  and  development.  Submit  cover 
I  letter,  resume  and  (optionally)  writing 
or  editing  samples.  Email  to 
j  editorial@portfolio.skill.com  or  mail  to 
j  Editorial  Director,  Portfolio  Publishing 
Group,  71 1  Boylston  Street,  Boston, 

I  AAA  02 1 1 6;  or  fax  to  (6 1 7)  535-5004. 


ASSOCIATE  EDITOR 

i  Air  &  Space  magazine,  published  by 
the  Smithsonian  Institution  in  Washing¬ 
ton,  DC,  wants  an  experienced  editor 
!  with  some  knowledge  of  aerospace- 
I  related  subjects  to  develop,  assign,  and 
]  edit  feature  articles.  For  complete  job 
I  description  and  instructions  for  apply- 
!  ing  call  the  Smithsonian  Job  Line,  (202) 
287-3102,  press  9.  Announcement 
j  number:  2255.  Applications  must  be 
j  received  by  1/15/99.  The  Smithsonian 
Institution  is  an  equal  opportunity 
employer. 


BI-WEEKLY  Middle  Tennessee  News¬ 
paper  with  history  dating  back  over 
I  1 20  years  is  looking  for  an  experi- 
!  enced  news  editor  and  general  news 
I  reporter.  Candidates  must  have  some 
experience,  good  work  ethic  and  be 
!  willing  to  relocate  to  lower  Middle  Ten- 
;  nessee.  Salary  is  commensurate  with 
]  experience  and  we  offer  an  excellent 
benefit  package.  Fax  resume  to  (931) 
967-2299  or  mail  to  Davis  Sons  c/o 
Herald  Chronicle,  906  Dinah  Shore 
Boulevard,  Winchester,  TN  37398. 


I  BUSINESS  REPORTER 

We  need  a  business  reporter  who  can 
cover  a  diverse  county  for  a  growing 
43,000  AM  in  a  competitive  market 
j  between  Baltimore  and  Harrisburg. 
We  want  someone  willing  to  dig  into 
issues,  who  can  clearly  write  about 
,  them  and  juggle  daily  stories  with  proj¬ 
ects.  Beat  includes  retail  and  mon- 
1  ufacturing.  Salary  -  $23,166  to 
$34,710.  www.ydr.com  Resume/clips 
to  Business  Editor,  York  Daily  Record, 
I  P.O.  Box  15122,  York,  PA  1 7405. 

I  EOE 


j  BUSINESS  WRITER 

^  Our  growing  24,000  daily  needs  an 
experienced,  enterprising  reporter  who 
understands  entrepreneurship,  eco- 
1  nomics  and  agriculture.  Live  amid 
southern  Idaho's  fabulous  outdoors. 

I  Send  resume,  clips,  reference  list  to 
Clark  Walworth,  managing  editor.  The 
I  Times-News,  P.O.  Box  548,  Twin  Falls, 
i  ID  83303. 
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HELP  WANTED 


CAN  YOU  DIG  up  the  facts,  then  turn 
them  into  stories  (not  just  copy)  that  teli 
readers  what  they  need  to  know?  If  you 
con,  you're  the  reporter  we  wont.  If 
you  can't,  keep  your  clips.  Award¬ 
winning  1 6,000  doily  with  o  strong 
writing  and  investigative  history,  seeks 
reporters  who  wont  to  create  high- 
quality  journalism.  Experience  pre¬ 
ferred,  but  outstanding  recent  gradu¬ 
ates  with  drive  encouraged  to  apply. 
Send  resume  and  clips  to  Box  08721 , 
Editor  &  Publisher. 

CITY  EDITOR 
COPYEDITOR 
REPORTERS 

The  Stuart  News/Port  St.  Lucie  News, 
an  aggressive  40,000  daily  (50,000 
in  season)  on  Florida's  sunny  southern 
Atlantic  coast,  is  expanding,  and  we're 
looking  for  some  top-notch  journalists 
to  join  our  award-winning  team. 

COPY  EDITOR  -  Seeking  true 
wordsmiths  who  have  a  passion  for 
polishing  copy  and  a  flair  for  headline 
writing.  Minimum  of  three  years'  copy 
desk  experience  on  a  daily  newspaper 
preferred.  Page  design  skills  and 
pagination  experience  are  a  plus. 

HEALTH  REPORTER,  COPS  REPORTER, 
BUSINESS  REPORTER  -  Seeking 
aggressive,  energetic  reporters  to  scour 
for  news  in  our  highly  competitive 
market.  At  least  one  year  of  experience 
is  preferred,  but  we  will  consider 
strong  entry-level  candidates. 

Send  cover  letter,  resume,  clips  and 
references  to  Nan  Keck,  assistant 
managing  editor.  The  Stuart  News, 
1939  S.  Federal  Highway,  Stuart,  FL 
34994,  or  Email  to: 

keck@stuartnews.com 

CITY/COPS  reporter  for  2  times  weekly 
in  Central  Florida.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Must  perform  in  competitive 
market.  Good  salary/benefits,  401  (k) 
program.  Send  clips/resume  to 
Osceola  News-Gazette,  P.O.  Box 
422068,  Kissimmee,  FL  34742. 

COPY  EDITOR.  Good  eye  for  layout, 
solid  news  judgment,  leadership  skills. 
Duties  include  some  page  one  layout 
and  desk  supervision.  Contact  James 
H.  Denley,  editor,  Abilene  Reporter- 
News,  100  Cypress  Street,  Abilene,  TX 
79601.(915)  676-6705. 

denleyj@abinews.com 

COPY  EDITOR/PAGINATOR 
Independent  daily  seeks  editor  with 
QuarkXPress  skills.  G3-based  pagina¬ 
tion  system.  Six-day  PM.  Competitive 
salary  and  benefits.  Entry-level  OK. 
Send  resume  and  work  samples  to  Jim 
Dean,  The  Hour,  346  Main  Avenue, 
Norwalk,  CT  06851 . 

COPY  EDITOR:  Entry-level  position  to 
help  take  this  general  excellence  paper 
to  the  next  level.  QuarkXPress,  design 
skills  a  must.  Send  resume,  work  sam¬ 
ples  to  Managing  Editor,  Current- 
Argus,  P.O.  Box  1629,  Carlsbad,  NM 
88221. 


_ EDITORIAL _ 

COPY  EDITOR 

Award-winning  weekly  newspaper  for 
government  information  technology 
officials,  seeks  high-energy,  detail- 
orienJed  copy  editor/ page  designer 
with  first-rate  grammar  skills  to  join  our 
4-person  copy  desk.  Proficiency  in 
QuarkXPress  3.3  on  Mac  is  a  must; 
experience  with  MS-Word  6.0  is  a 
plus.  Must  have  Journalism  or  English 
background  and  be  an  AP  style 
wizard.  Flexibility  in  work  schedule  is 
essential.  Qualified  wordsmiths/ style 
enforcers  should  submit  their  resumes 
and  salary  requirements  to  Colleen 
Kelly,  Federal  Computer  Week,  3141 
Fairview  Park  Drive,  Suite  777,  Falls 
Church,  VA  22042;  fax  (703)  876- 
5126;  E-mail  ckelly@fcw.com 

COPY  EDITORS/DESIGNERS 
i  The  Billings  Gazette,  Montana's  largest 
i  daily  newspaper,  has  openings  for  two 
copy  editors/designers.  The  individuals 
1  that  we  seek  must  have  exceptional 
copy  editing  and  design  skills,  with  a 
minimum  of  five  years  experience  on  a 
daily  newspaper.  You  must  have  a 
solid  grasp  of  the  English  language 
,  and  newspaper  style,  be  able  to  write 
reader-gripping  headlines,  have  an 
eye  for  detail  and  have  the  design  skills 
^  that  set  you  apart  from  the  rest  of  the 
pack.  If  you  meet  our  criteria,  you  will 
have  the  opportunity  to  work  in  a 
dynamic,  energy-charged  newsroom  in 
one  of  the  most  desirable  parts  of  the 
country. 

'  Send  resume,  cover  letter  and  five 
examples  of  your  best  work  to: 

The  Billings  Gazette 
Human  Resources  -  CEPD 

P.O.  Box  36300 
Billings,  MT  59107-6300 

Application  Deadline  -  Dec  31,1 998 
EOE 

COPY  EDITOR 

j  The  Albuquerque  Journal,  New  Mexi 
1  co's  statewide  newspaper,  is  seeking 
an  experienced  copy  editor  to  join  the 
1 4-member  Sports  Desk  staff.  We  are 
seeking  an  aggressive  editor  with 
strong  grammar  and  people  skills  - 
someone  who,  among  other  things,  will 
challenge  copy  and  write  headlines 
i  that  entice  readers.  A  curious  mind, 
thorough  knowledge  of  AP  style  and 
strong  internships/prior  newspaper 
experience  is  a  must.  Send  resume  and 
clips  to  Tim  Coder,  sports  editor,  Albu- 
j  querque  Journal,  P.O.  Drawer  J,  Albu¬ 
querque,  NM  87103.  Phone,  (505) 
823-3909;  Fax  (505)  823-3998; 

Email:  Tcoder@abqjournal.com 

I  EDITOR  WANTED  for  Robb  Report,  a 
'  New  England-based  international 
magazine.  We  want  everything  in  one 
;  sharp  person.  Senior  experience  and 
professionalism,  an  appreciation  of 
fine  writing  and  wise  editing.  Assertive¬ 
ness,  humor,  verve,  sharpness, 

:  absolute  dedication  to  the  magazine 
and  mild  obsession  for  hard  work  and 
I  staying  ahead  of  the  power  curve 
while  having  fun.  Respond  with  cover 
letter,  resume  and  salary  history  to 
Mary  Flanagan,  Robb  Report,  One 
Acton  Place,  Acton,  MA  01 720. 


_ EDITORIAL _ 

EDITOR,  LIFE  EXTENSION  MAGAZINE 
Life  Extension  Media,  a  division  of  the 
Life  Extension  Foundation,  seeks  an 
experienced  medical/health  editor  for 
the  leading  publication  on  longevity 
research  and  life  extension  issues.  The 
position  is  based  in  Fort  Lauderdale, 
Florida.  Life  Extension  is  a  rapidly 
growing  monthly  magazine  available 
via  subscription  and  at  newsstands  and 
book  stores  nationwide.  Candidates 
can  view  content  from  Life  Extension 
magazine  at  http://lef.org/cqi-local/ 
shop.pl/page=mag.html 

The  editor  will  meet  demanding 
deadlines  and  supervise  the  work  of 
designers,  pre-production  and  post 
production  staff,  and  others  involved  in 
producing  the  magazine.  The  editor 
will  take  direction  and  work  closely 
with  the  vice  president  of  the  Founda¬ 
tion.  The  editor  will  be  prohcient  in 
copy  reading,  proofreading,  page 
layout  and  writing  health  and  medical 
articles. 

To  apply,  forward  your  resume  and 
sample  publications/editorial  work. 
E-mail  editorsearch@lef.org  or  Mail  to 
Lonnie  Reeder,  Life  Extension  Media, 
1881  N.E.  26  Street,  Suite  221,  Fort 
Lauderdale,  FL  33305. 

Or  fax  (954)  561-7930 

EDITORS  &  WRITERS  WANTED 
Monthly  bulletin  lists  200-f  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  2001 6;  (703)  506-4400. 

EDITOR -WEEKLY  BUSINESS 
PUBLICATION 

We  are  looking  for  an  editor  to  pro¬ 
vide  leadership  and  direction  for  a 
staff  of  four  reporters,  a  research 
director  and  a  managing  editor.  Must 
have  a  passion  for  business  news,  a 
willingness  to  get  involved  in  the  com¬ 
munity  to  build  our  publications  pres¬ 
ence,  and  the  ability  to  deliver  a  three 
minute  segment  on  a  local  morning 
news  prog'-am.  We  are  part  of  Amer¬ 
ican  City  Business  Journals  and  offer 
a  competitive  compensation/benefits 
pockoge.  If  you  have  a  degree  in  jour¬ 
nalism,  experience  in  both  reporting 
and  editing  and  are  looking  for  an 
opportunity  to  take  on  the  responsibil¬ 
ity  for  our  news  product,  please  fax 
your  resume  to  John  Ek,  publisher, 
Wichita  Business  Journal  at 
(316)  267-8570 


^CLASSIFIED. 


FEATURES  DESIGNER 
The  Daily  News  of  Los  Angles  seeks  a 
features  designer  who  con  show 
creativity  on  both  standard  and  tab 
pages.  The  ideal  candidate  has:  at 
least  5  years  experience,  standard  and 
tab  design  skills  and  can  create  award¬ 
winning  travel,  fashion,  lifestyle  and 
entertainment  layouts.  Send  resume 
and  clips  to:  Sharyn  Betz,  features 
editor,  Daily  News,  P.O.  Box  4200, 
Woodland  Hills,  CA  91 365. 

FEATURES  EDITOR 

The  Columbian,  a  growing,  family- 
,  owned,  56,000  daily  newspaper 
(66,000  Sunday)  in  Vancouver,  WA, 

'  has  an  opening  for  a  motivated, 
imaginative  Features  Editor  to  lead  its 
award-winning  staff.  We  realize  find- 
.  ing  an  insightful,  visionary,  engaging 
leader  isn't  easy.  Are  you  that  person? 

We're  just  across  the  river  from 
Portland  with  views  of  Mt.  St.  Helens 
and  Mt.  Hood  as  you  drive  to  work. 

We  need  a  leader  who  will  empower  a 
'  staff  to  reach  new  heights.  Some  man¬ 
agement  experience  required  in  the 
newspaper  or  magazine  fields.  Com¬ 
petitive  pay  and  great  benefits,  includ¬ 
ing  22  paid  days  off  annually  and 
profit  sharing,  401  (k)  with  a  generous 
match.  Send  resume  and  cover  letter 
with  salary  history  to: 

The  Columbian 
Human  Resources 
P.O.  Box  180 

,  Vancouver,  WA  98660-0 1 80 

Fax  (360)  737-4005 
Email  (plain  text  only) 

!  jobs@columbian.com 

'  Equal  Opportunity  Employer 

JOIN  OUR  AGGRESSIVE  news  team 
as  Assistant  News  Editor.  Monday- 
Saturday  PM  located  in  North  Central 
Illinois.  Editing  and  layout  experience 
helpful.  Previous  newspaper  experi¬ 
ence  and  knowledge  of  local  gov¬ 
ernment  helpful.  This  person  will  split 
work  week  between  editing  and  report¬ 
ing  duties.  Excellent  benefits.  Send 
clips  and  resume  to  Joyce  McCullough, 

'  NewsTribune,  426  Second  Street, 

;  LaSalle,  IL  61 301. 

FIELD  REPORTER 

Full-time  bureau  position  with  Capital 
Press,  a  weekly  38K  circulation  agricul¬ 
tural  newspaper  covering  WA,  OR,  ID 
I  and  North  and  central  CA.  Person 
I  must  live  in  the  Columbia  Basin  area  of 
!  East  WA  or  Umatilla,  Morrow  County 
,  in  northeast  OR.  Work  out  of  their 
home,  communicate  with  home  office 
in  Salem,  OR  by  modem.  We  cover 
production,  agriculture,  food  pro- 
‘  cessing  and  a  variety  of  agriculture 
I  related  issues.  Qualifications:  Three 
j  years  news  reporting,  photography 
!  and  computer  expertise,  journalism 
j  education,  agriculture  background  or 
familiarity  with  agriculture.  Must  be 
willing  to  travel  Columbia  Basin  to 
cover  interesting,  diverse  industry. 

1  Send  letter  of  application,  resume,  writ- 
;  ing/photo  samples  to  Carolyn  Homan, 
managing  editor,  P.O.  Box  2048, 
Salem,  OR  97308. 
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HELP  WANTED 


_ EDITORIAL _ 

HEALTH  AND  FEATURE  WRITER 
The  Billings  Gazetfe,  Monfana's  daily 
largesf  newspaper,  seeks  a  wrifer/ 
edifor  for  our  monthly  Health  and  Fit¬ 
ness  section.  This  writer  would  also  be 
responsible  for  writing  features  and 
news  stories  for  other  sections  and  the 
daily  newspaper,  and  will  work  closely 
with  our  Special  Projects  Editor. 

Must  hove  extensive  experience  in  writ¬ 
ing  about  health  care  issues  for  con¬ 
sumers,  and  in  feature  writing.  Degree 
in  journalism  or  related  fiela  is 
required. 

Mail  your  resume,  cover  letter  and 
clips  of  your  best  work  to: 

The  Billings  Gazette 
Human  Resources-HFW 
P.O.  Box  36300 
Billings,  MT  59107-6300 
Application  deadline  -  1 2/24/98 
EOE 

LIFESTYLE  EDITOR:  Award-winning 
newspaper  on  the  Texas  Gulf  Coast 
seeks  editor  to  take  our  lifestyle  sec¬ 
tions  to  the  next  level.  This  individual 
would  direct  production  of  three  sec¬ 
tions  o  week.  Position  involves  writing 
and  design.  Send  resume  and  six 
tearsheets  to  Kelly  Hawes,  associate 
editor.  The  Galveston  County  Daily 
News,  P.O.  Box  628,  Galveston,  TX 
77553.  The  fax  number  is  (409)  740- 
3421 .  Email: 

kelly.hawes@galvnews.com 
LOCAL  EDITOR 

The  TimesDaily  in  northwest  Alaba¬ 
ma,  o  New  York  Times-owned  paper, 
needs  an  aggressive  editor  to  manage 
city  reporters.  We  cover  o  four-city 
area  and  are  located  within  two  hours 
of  Birmingham,  Nashville  and  Memphis. 
Minimum  three  years  of  news  man¬ 
agement  experience.  Excellent  salary  and 
benefits.  Contact  Noel  Nash,  managing 
editor,  at  (256)  740-5721,  219  W. 
Tennessee  Street,  Florence,  AL  35630 
or  Email:  nashn@nytimes.com 

LOOKING  FOR  a  lifestyle  change?  The 
Aspen  Daily  News  is  looking  for  an 
experienced  associate  editor  to  fill  the 
second  half  of  o  two-person  manage¬ 
ment  team  that  guides  a  hard-hitting 
newsroom.  We  focus  on  enterprise, 
investigative  and  hard  news  coverage. 
Appliconts  must  have  at  least  three 
years  of  daily  experience  and  man¬ 
agement  experience  is  preferred.  Appli¬ 
cants  must  be  willing  to  work  hard  and 
able  to  withstand  long  hours.  If  you 
want  to  have  some  fun  in  a  great  news 
town,  call  Carolyn  at  (970)  925-2220, 
ext.  218 


SEND  E&P  BOX  REPLIES  TO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  1001 1 


MANAGING  EDITOR:  The  Thomasville  I 
Times-Enterprise  needs  a  top  editor  i 
who  will  work  closely  with  the  Circula¬ 
tion  Department  to  grow  readership  in 
South  Georgia.  We're  seeking  a 
leader  who  has  a  clear  record  of 
newsroom  achievement  to  guide  this 
year's  state  “general  excellence”  win-  j 
ner  to  continued  success.  The  ideal  ; 
candidate  will  have  strong  editing,  | 
pagination  and  teaching  skills.  The  | 
Times-Enterprise  is  a  10,500  circula-  I 
tion,  six-day  paper,  located  in  a  charm¬ 
ing  city.  Competitive  pay,  excellent 
benefits  package.  Send  resume,  work 
samples  to  Lou  Ziegler,  vice  president/ 
readership,  Thomson  South  Georgio 
Newspapers,  201  N.  Troup  Street, 
Valdosta,  GA  31 601 . 

E-mail  at  Iou30@surfsouth.com 

MANAGING  EDITOR  for  small  seven 
day  daily  in  South  Central  Florida. 
Work  in  a  growing  rural  community 
that's  an  outdoorsman's  paradise. 
Dedication  to  community  journalism  a 
must.  The  ideal  candidate  must  be  a 
good  self-manager,  able  to  lead,  train 
and  motivate  news  staff.  Salary  com¬ 
mensurate  on  experience.  Benefits 
include  paid  vacation  and  holidays, 
health  insurance,  dental  insurance  and 
401  (k).  Send  salary  history,  resume 
and  clips  to  Judy  Kasten,  Daily 
Okeechobee  News,  107  S.W.  17th 
Street,  Okeechobee,  FL  34974,  or 
Email  to  kasti  ja@okeechobee.com 

MANAGING  EDITOR  -  Aggressive 
Zone  2  seeks  second  in  command  to 
help  run  newsroom  nights  and 

weekends.  Seek  mentor,  assignment 
editor,  quality  enforcer  for  45,000 
daily  and  Sunday.  Send  clips  and 
!  references  to  Box  08720,  Editor  &  Pub- 
i  lisher. 

:  MEDICAL  BEAT  REPORTER 

;  Seasoned  writer  needed  to  cover 
medical  and  health  care  beat  in  North 
Carolina,  focusing  on  patient  care, 
medical  research  out  of  the  University 
;  of  North  Carolina  and  Duke  University, 
public  health  issues,  and  other 
medical/health  news  that  highlights 
drama  in  the  changing  world  of  medi¬ 
cine.  Premium  on  reporting  prowess, 
j  enterprise,  energy  and  strong  writing. 

:  Send  your  resume  and  clips  to: 

Medical  Reporter 

I  Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
PO.  Box  191 
Raleigh,  NC  27602 

i  MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Houston,  San  Francisco  and  Ft. 
Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/editing  music 
section,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
j  non-music  feature-length  pieces.  Send 
cover  letter,  resume  and  five  best  clips 
to  Andy  Van  De  Voorde,  executive 
associate  editor.  New  Times,  Inc.,  P.O. 
Box  5970,  Denver,  CO  80217. 

No  calls  or  E-mail,  please 


MUSIC  NEWS  EDITOR  WANTED  for 
30-40  hours  a  week  of  contract  work 
in  San  Francisco  office  of  the  online 
SonicNet  Network.  SonicNet  Network 
includes  SonicNet  and  Addicted  To 
Noise  websites.  Fax  resume  to  (415) 
551 -9970  or 

E-mail  nickt@sonicnet.com 

NEWS  EDITOR  SOUGHT  for  7,000 
circulation  daily  morning  edition. 
Aggressive  reporter  or  weekly  editor 
looking  for  lively  community  newspa- 
pering  experience,  send  work  sam¬ 
ples/resume  to  Andrea  Howe,  manag¬ 
ing  editor,  Princeton  Daily  Clarion, 
P.O.  Box  30,  Princeton,  IN  47670. 

Email  andrea@comsource.net 

NEWS  EDITOR  position  open  at  an 
upper  Great  Plains  award-winning 
weekly.  Strong  writing,  photography 
skills  are  a  must.  Competitive  pay  with 
full  benefit  package.  Reply  to  Box  0871 0, 
Editor  &  Publisher. 

NEWS  EDITOR:  The  Valley  News  Dis¬ 
patch,  a  7-day  newspaper  in  the  sub¬ 
urban  Pittsburgh  market,  is  seeking  an 
energetic  and  innovative  person  to 
lead  our  1 2-member  copy  desk.  If  you 
are  strong  in  layout  and  headlines,  pro¬ 
ficient  with  QuarkXPress,  relish  chal¬ 
lenges  and  love  to  read,  we  want  you  on 
our  team.  Please  send  resumes  and  work 
samples  to: 

Richard  A.  Monti,  Managing  Editor 
Valley  News  Dispatch 
2 1 0  Fourth  Avenue 
Tarentum,  PA  1 5084 


OUR  GROWING  and  established 
trade  magazines  serving  the  hospitality 
I  and  event  industry  is  seeking  a  top 
I  editor.  Must  have  proven  experience  in 
I  magazine  design,  budget  and  man- 
i  agement  responsibility.  Strong  writing 
and  planning,  editing  and  art  c'  action 
required.  Hospitality  industry  knowl¬ 
edge  a  plus.  Minimum  7  years  experi¬ 
ence  in  editorial  (3  as  top  level  editor), 
j  Must  be  articulate  and  confident  to 
represent  the  publication  at  industry 
meetings.  Requires  B.A.  in  Journalism, 
English  or  related  field.  Competitive 
salary  and  benefits  package  offered. 
To  apply  your  talents,  send  cover  letter 
with  resume,  writing  samples  and 
salary  requirements  to  Human 
i  Resources  Manager-EP/EDITOR,  Mira- 
;  mar  Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 
Malibu,  CA  90265-8987. 

Fax:  (310)317-0072 
www.miramar.com  EOE 

I  PAGE  DESIGNER/COPY  EDITOR 
The  Durango  Herald,  a  1 0,000  circula¬ 
tion  AM  in  spectacular  Southwest  Col¬ 
orado,  has  two  openings.  One  is  for  a 
;  copy  editor  and  page  designer  who 
:  will  handle  news,  features  and  some 
sports  pages.  The  other  is  for  o  page 
designer  and  photo  technician.  Both 
positions  require  the  ability  to  edit  copy 
to  high  standards,  write  headlines, 
design,  paginate  in  QuarkXPress  and 
proofread.  The  second  position 
requires  familiarity  with  Photoshop. 
Send  letter,  resume  and  work  samples 
to  David  Staats,  managing  editor, 
Durango  Herald,  P.O.  Drawer  A, 
Durango,  CO  81 302. 

www.durangoherald.com 


Don’t  miss  the  Help  Wanted 
ads  in  this  week’s 

NEWSPAPER 
WORKPLACE  & 
EMPLOYMENT 
FEATURE 

University  of  Minnesota 

School  of  Journalism  &  Mass  Communication 

See  page  27 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER  (Cultural  Affairs)  wanted  by 
Korean  Language  Daily  newspaper  in 
Long  Island  City,  NY.  Must  have  two 
years  experience  in  job  offered  and 
B.F.A.  or  B.A.  in  Fine  Arts,  Art  History 
or  Art.  Will  accept  Master's  degree  in 
Fine  Arts  or  Art  History  in  lieu  of  expe¬ 
rience.  Fluent  in  Korean.  Respond  to: 
HR  Department,  Korea  Central  Daily 
News  Inc,  43-31  69th  Street,  Long  Island 
City,NY11101. 


REPORTER  -  Philadelphia  suburban 
daily  seeks  an  aggressive,  curious, 
hard-working  reporter  with  lots  of 
ideas  and  a  strong  desire  to  be  the 
best  on  his/her  beat.  Send  letter, 
resume  and  clips  to  Lanny  Morgnanesi, 
executive  editor.  The  Intelligencer,  The 
Record,  Box  858,  Doylestown,  PA 
18901. 

lmorgnanesi@calkinsnewspapers.com 

REPORTER  to  cover  Southwest  Virginia 
with  concentration  on  Smyth  and  Wyth 
counties.  Only  energetic,  rising  young 
stars  need  apply.  Send  cover  letter, 
clips  and  resume  to  Susan  Bolling,  city 
editor,  Bristol  Herald  Courier,  P.O.  Box 
609,  Bristol,  VA  24201. 


REPORTER-  Upstate  New  York  weekly 
has  immediate  opening.  Ideal  candi¬ 
date  can  handle  government,  police, 
features,  and  a  camera.  Resume,  clips 
to  Box  0871 6,  Editor  &  Publisher. 


REPORTER 

Immediate  opening  at  1 3,000  circula¬ 
tion  daily  on  the  beautiful  southeastern 
seaboard.  Ideal  candidate  will  be  look¬ 
ing  to  cover  hard  news,  work  a  beat, 
and  handle  some  general  assignment 
work.  One  year  professional  experi¬ 
ence  preferred,  but  sharp  recent  jour¬ 
nalism  graduate  welcome.  Join  our 
team  and  be  only  3  hours  from  Wash¬ 
ington,  DC.  Send  your  resume  along 
with  clips  to  Wade  Nelms,  managing 
editor.  Daily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870. 


REPORTERS,  COPY  EDITORS 
In  anticipation  of  expansion,  we  are 
inviting  reporter  and  copy  desk  applica¬ 
tions.  A  minimum  of  one  year's  experi¬ 
ence  is  preferred.  Copy  desk  appli¬ 
cants  should  have  QuarkXPress  experi¬ 
ence  and  pagination  skills.  If  growing 
with  a  seven-day  daily  on  Florida's 
Atlantic  coast  appeals  to  you,  write: 
Editor,  The  Boca  Raton  News,  33  S.E. 
Third  Street,  Boca  Raton,  FL  33432. 


REPORTER 

We're  looking  for  an  aggressive 
reporter  with  an  aversion  to  writing 
boring  copy.  Reporter  will  write  for  the 
Naples  Daily  News,  a  50,000- 
circulation  daily,  and  the  Bonita  Ban¬ 
ner,  a  30,000-circulation  twice  weekly. 
We're  in  a  competitive  market  in  one 
of  the  country's  fastest-growing  areas, 
and  both  papers  are  consistently 
judged  amongst  the  state's  best  in  their 
circulation  classes.  Send  resume,  clips 
to  Todd  Pratt,  Bonita  Banner,  P.O.  Box 
40,  Bonita  Springs,  FL  34133  or  Email: 
tjpratt@naplesnews.com 


_ EDITORIAL _ 

ROOM  TO  WRITE 

,  New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
i  Denver,  Miami,  Dallas,  Houston,  San 
I  Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
'  in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com- 
;  munities  tick.  Our  stories  inform  and 
*  entertain  readers,  provoke  strong  reac- 
;  tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriecT  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
>  pleasure  to  read  as  it  is  well 
'  researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland  and  St.  Louis. 
New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  gocxf  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
i  best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SARASOTA  (FLORIDA)  Herald-Tribune 
needs  a  copy  editor/designer  for  its 
daily  news  desk.  Requires  two  years 
'  experience  on  a  daily  newspaper  copy 
desk.  Send  resume  to  Jay  Goley,  801 
S.  Tamiami  Trail,  Sarasota,  FL  34236 
or  Email  to  goley@home.com 


_ EDITORIAL _ 

SENIOR  REPORTERS:  Investor's  Busi¬ 
ness  Daily,  America's  fastest-growing 
newspaper,  seeks  experienced  national 
issues  and  economics  reporters  for 
assignments  in  Washington  or  Los 
Angeles.  Salary  commensurate  with  pro¬ 
fessional  journalism  experience.  Send 
resumes  and  clips  to:  Paul  Sperry, 
deputy  editor.  Editorial  Department, 
Investor's  Business  Daily,  1 2655  Beatrice 
Street,  Los  Angeles,  CA  90066,  or  fax  to 
(310)577-7350. 

SOUTH  CAROLINA'S  fastest  growing 
daily  has  openings  for  reporters  and 
copy  editors.  New  offices,  new  press, 
best  of  everything.  Applicants  must  be 
innovative,  energetic  and  up  to  the 
challenge  of  helping  us  continue  to 
grow.  Send  resume,  cover  letter  and 
work  samples  to  Steve  Fagan,  editor. 
Morning  News,  P.O.  Box  100528, 
Florence,  SC  29501 . 

SPORTS  BUREAU 

Cover  the  bigs:  Colts,  Pacers,  lU, 
Purdue,  Notre  Dame...  We  seek  a 
writer  who  will  deliver  compelling  cov¬ 
erage,  analysis  and  opinion  for  a  cen¬ 
tral  Indiana  newspaper  group  with 
116,000  paid  circulation.  Must  hove 
the  desire  and  determination  to 
become  No.  1  in  a  major  metro 
market.  Send  clips  and  resume  to 
Wayne  Lowman,  Kokomo  Tribune,  P.O. 
Box  901 4,  Kokomo,  IN  46904-901 4. 

SPORTS  COPY  EDITOR 
The  Daytona  Beach  News-Journal's 
sports  section  is  growing.  We  need  a 
talented,  experienced  copy  editor  with 
superior  page  design  skills  to  help  lead 
the  expansion.  The  right  candidate  will 
have  strong  editing  skills,  solid  news 
judgment,  a  keen  eye  for  good  photos, 
and  the  ability  to  inspire  other  copy 
editors.  To  be  considered  for  this  key 
position,  please  send  a  resume  and 
work  samples  to  David  Markowitz, 
assistant  managing  editor/sports.  The 
Daytona  Beach  News-Journal,  P.O. 
Box  2831,  Daytona  Beach,  Florida 
32120-2831. 


SENIOR  EDITOR 

Computerworld,  a  division  of  Interna¬ 
tional  Data  group,  is  the  world's 
technology  newspaper.  We  are  cur¬ 
rently  looking  for  a  Senior  Editor 
responsible  for  producing  quality  news 
copy  on  a  weekly  basis  and  will  be 
assigned  to  report  and  write  several 
stories  per  week.  This  beat  will  include 
a  mixture  of  business  and  technology 
topics,  with  the  target  audience  being 
information  technology  professionals. 
At  least  5  years  of  professional  journal¬ 
ism  experience  is  required  and  experi¬ 
ence  within  the  computer  journalism 
field  is  preferred.  The  ability  to  write 
quickly  and  cleanly  and  to  cover  both 
technology  and  people  issues  for  a 
technology/business  audience  is  a 
must.  Travel  will  be  required.  Location 
is  flexible.  Please  E-mail  your  resume 
to  maria_maynard@cw.com  or  fax  to 
(508)  879-3760  or  mail  to  Com¬ 
puterworld,  Human  Resources,  MM/ 
SW,  500  Old  Connecticut  Path,  Fram¬ 
ingham,  MA  01701. 


SPORTS  COPY  EDITOR 
Northeast  Ohio  daily  with  50,000 
circulation  seeks  copy  editor  for 
!  universal  desk.  Experience  handling 
:  sports  news  required.  Strong  wordsmith 
and  layout  skills  essential.  QuarkXPress 
experience  helpful.  Resume  and  samples 
to  Glenn  Gilbert,  The  News-Herald, 
7085  Mentor  Avenue,  Willoughby,  OH 
44094. 

SPORTS  EDITOR 

For  a  reporter  with  organizational 
:  skills  or  desk  editor  looking  to  move 
I  up,  enjoy  the  freedom  to  write  in  a 
\  daily  with  nearly  200  years  of  award- 
'  winning  history.  Cover  competitive 
western  Pennsylvania  high  school 
sports,  following  alumni  to  college  and 
pros.  Page  design  in  QuarkXPress, 
photography  a  plus.  If  you  can  write, 

I  organize,  we'll  train  you  in  the  rest. 

Send  resume,  references  and  samples 
i  to  Executive  Editor,  Bedford  Gazette, 
424  West  Penn  Street,  Bedford,  PA 
S  15522. 


It's  a  Classified  Secret- We'//  never  reveal  the  identity  of  an  E&P  box  holder. 

I  If  you  don't  vrant  your  reply  to  go  to  certain  newspapers  (or  companies),  seal  your  repiv  in 
I  on  envelop  addressed  to  the  E&P  Classified  Advertising  Department  with  an  attached 
note  fisting  the  newspapers  or  companies  you  do  not  want  the  reply  to  reach. 

If  the  Box  Number  you're  answering  is  on  your  list,  we'll  discard  your  reply. 


_ EDITORIAL _ 

SPORTS  EDITOR  is  needed  for  the 
Americus  Times-Recorder,  a  7,200 
circulation  newspaper  in  Southwest 
Georgia.  The  five-day  paper  covers 
prep  and  some  college  sports.  Strong 
writing,  editing  and  organizational 
skills  required.  Knowledge  of  QuarkX¬ 
Press  o  must.  Please  send  resume,  clips 
and  references  to  Beth  Alston,  manag¬ 
ing  editor,  P.O.  Box  1247,  Americus, 
GA31709. 


SPORTS  EDITOR  for  weekly  In  north¬ 
west  New  Mexico.  Covers  local  high 
school  sports,  some  features.  Call 
Editor  Ralph  Damiani: 

(505)  326-6640 


SPORTS  EDITOR  for  weekly  newspaper 
that's  moving  to  twice  a  week,  on  the 
way  to  daily.  Work  location  is  the  Cen- 
trafia  (IL)  News.  Your  chance  to  build  a 
sports  department.  Resume,  clips  to 
Terry  Geese,  Mt.  Vernon  Register- 
News,  Box  489,  Mt.  Vernon,  IL  62864. 


SPORTS  G. A.  REPORTER 

'  The  Daily  News  of  Los  Angeles  seeks  a 
sports  enterprise/general  assignment 
reporter  to  produce  in-depth  cen¬ 
terpieces,  enterprise  stories,  and  be 
able  to  fill  in  on  pro  and  college  beats 
■  if  needed.  This  premier  job  requires  a 
i  high  level  of  writing  and  reporting 
skills,  with  at  least  three  years'  daily 
experience.  Letter,  resume  and  assort¬ 
ment  of  10  clips  including  game, 
feature  and  enterprise  stories  to  Doug 
Jacobs,  executive  sports  editor.  Daily 
News,  P.O.  Box  4200,  Woodland 
Hills,  CA  91 367. 

No  phone  calls,  please 


SPORTS  REPORTER 

Alexandria  Daily  Town  Talk,  40,000 
circulation  daily  in  central  Louisiana, 
has  opening  for  a  sports  reporter  to 
cover  local  sports,  minor  league 
hockey  and  baseball.  QuarkXPress 
skills  a  plus.  Some  reporting  experi¬ 
ence  desired.  Send  resume  and  clips  to 
Human  Resources,  Alexandria  Daily 
Town  Talk,  P.O.  Box  7558,  Alex¬ 
andria,  LA  71 306  or  Email  to: 

personnel@thetowntalk.com 

TEAM  LEADER-  The  St.  Paul  Pioneer 
Press  needs  an  energetic  assigning 
editor  to  handle  general  assignments 
and  public  safety  coverage.  You  have 
six  reporters  and  your  job  is  to 
respond  quickly  to  breaking  news, 
generate  timely  enterprise  ancf  bring  a 
solutions-based  attitude  to  police  and 
court  coverage.  Supervisory  experi¬ 
ence  a  must.  Send  resume  and  work 
samples  to  Dave  Peters,  senior  editor, 
345  Cedar  Street,  St.  Paul,  MN 
55101 .  Email:  dpeterspioneerpress.com 


THE  CALEDONIAN-RECORD  in  the 
Northeast  Kingdom  of  Vermont  has  an 
opening  for  a  night  editor.  The  person 
we  seek  should  have  experience  in  edit¬ 
ing  copy  and  some  familiarity  with 
designing  news  pages.  Experience  in 
management  is  a  plus.  The  successful 
applicant  will  supervise  the  night  report¬ 
ing  staff.  Complete  benefit  package. 
Send  resume  to: 

Roxanna  Jones,  Editorial  Assistant 
The  Caledonian-Record 
25  Federal  Street,  P.O.  Box  8 
St..lohnsbury,VT05819 
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_ EDITORIAL _ 

THE  DAILY  COMMERCIAL,  a  30,000 
circulation  paper  in  Central  Florida  has 
an  opening  for  a  NEWS  COPY 
EDITOR  and  SPORTS  WRITER/DESK 
PERSON.  Knowledge  of  QuarkXPress 
on  both  positions  is  necessary.  The  Com¬ 
mercial  is  located  just  north  of  Orlando 
and  is  close  to  Tampa,  Gainesville  and 
Disney.  Contact  David  Kaminski  for  the 
news  position  or  Michael  Harris  for  the 
sports  position  at  212  E.  Main  Street, 
Leesburg,  FL  34749 

THE  FRESNO  BEE,  Central  California's 
leading  newspaper,  is  looking  for  an 
energetic  innovative  Assistant  Features 
Editor  to  help  shape  the  character  and 
direction  of  all  features  sections.  Those 
interested  should  have  strong  word¬ 
editing  skills,  excellent  news  judgment, 
the  ability  to  motivate  a  creative  staff 
and  the  ability  to  inspire  good  writing 
and  good  ideas.  Applicants  should 
also  have  strong  visual  and  organiza¬ 
tional  skills  as  well  as  previous  experi¬ 
ence  in  news  or  features  at  a  daily 
newspaper.  Please  send  a  resume,  i 
cover  letter  and  samples  of  your  work 
by  December  30th  to: 

The  Fresno  Bee 

Human  Resources  Department 
1 626  E  Street 
Fresno,  CA  93786 
Email  to:  resume@fresnobee.com 
An  Equal  Opportunity  Employer 

THE  FRESNO  BEE,  Central  California's 
leading  newspaper,  seeks  a  Sports 
Copy  Editor.  The  successful  candidate 
will  be  a  strong  editor  odept  at  improv¬ 
ing  staff  capy  and  compiling  a  compel¬ 
ling  wire  report,  and  a  person  who  is 
eager  to  be  part  of  a  team.  Applicants 
should  have  3-5  years  experience,  pref¬ 
erably  on  a  sports  copy  desk.  Strong 
computer  skills  and  the  ability  to  work 
well  under  pressure  are  a  must;  man¬ 
agement  experience  is  desired.  Please 
send  a  resume  and  cover  letter  by 
December  SOth  to: 

The  Fresno  Bee 

Human  Resources  Department 
1 626  E  Street 
Fresno,  CA  93786 
Email:  resume@fresnobee.com 
An  Equal  Opportunity  Employer 

THE  NEBRASKA  CITY  News-Press,  a 
midwest  daily,  is  currently  accepting 
applications  for  a  full-time  reporter. 
Knowledge  of  pagination,  QuarkXPress 
and  Photoshop  required.  Send  a  cover 
letter  and  resume  to  Nebraska  City 
News-Press,  P.O.  Box  757,  Nebraska 
City,  NE  68410.  Attention  William  R. 
Holland.  Or  fax  to  (402)  873-5436. 

EOE 

THE  PRESS-ENTERPRISE,  160,000  plus 
circulation  leader  in  Southern  Califor¬ 
nia's  intensely  competitive  Inland 
Empire,  seeks  a  metro  editor  to  lead  a 
team  of  60  reporters  and  editors  cover¬ 
ing  one  of  the  hottest  growth  areas  in 
the  country.  We  need  a  newsroom 
leader  who  can  maintain  our 
dominance  in  local  coverage  in  compe¬ 
tition  against  some  of  the  biggest 
dailies  in  the  country.  Solid  reporting 
and  editing  experience  requirecT 
Resume  ancT  references  to  Joe  Happ, 
The  Press-Enterprise,  Box  792,  Riverside, 
CA  92502. 


THE  REGISTER-GUARD,  a  78,000 
circulation  morning  daily  in  Eugene 
OR,  has  an  opening  for  a  full-time 
copy  editor  on  its  news  copy  desk. 
Copy  editors  design  and  edit  our  busi¬ 
ness,  local  and  main  news  sections. 
The  successful  candidate  should  have 
two  or  more  years  copy-editing  expe¬ 
rience  and  possess  excellent  writing 
1  and  editing  skills.  Design  and  pagina- 
i  tion  experience,  particularly  on  the  DTI 
'  system,  are  highly  desirable.  Appli- 
I  cants  must  have  a  four-year  degree 
from  a  college  or  university.  Night  and 
weekend  work  is  required.  Salary  is 
$579.46  -  $899.26  per  week,  com- 
I  mensurate  with  experience.  Submit  a 
cover  letter,  resume  and  nonreturnable 
I  work  samples  to  Copy  Editor,  HR 
Department,  P.O.  Box  10188,  Eugene, 

I  OR  97440-2188.  Deadline  is  Tuesday, 
January  5.  All  applications  will  receive 
i  a  response.  An  Equal  Opportunity 
Employer. 

'  THE  ROBESONIAN,  a  14,000  daily 
j  and  17,000  Sunday  newspaper,  has 
:  openings  for  reporters,  copy  editors 
and  sports  writers.  Journalism  degree 
preferred,  but  experienced  people  will 
be  considered.  Apply  only  if  you  are  a 
self-starter  interested  in  learning  and 
working  for  a  progressive  newspaper. 
Salary  and  benefits  competitive.  Send 
I  resume  to  Donnie  Douglas,  editor,  at 
121  West  Fifth  Street,  Lumberton,  NC 
28358. 


SHOW  US  YOUR  COLOR! 
i  Contact  E&P's  Classified 

Department  if  you  like 
what  you  see. 

I  (212)675-4380x171 

hazelp@mediainfo.com 

j  THE  SEATTLE  TIMES  is  looking  for  an 
Assistant  Entertainment  Editor.  Candi- 
j  dates  should  have  strong  editing  and 
supervisory  experience  in  daily  news- 
j  papers,  as  well  as  an  ability  to  work 
well  with  writers,  designers  and  the 
I  copy  desk.  Extensive  knowledge  of  pop 
culture  and  the  arts  is  a  must.  We're 
1  looking  for  someone  who  can  make  the 
trains  run  on  time,  and  also  wants  an 
1  opportunity  to  innovate,  brainstorm 
and  put  new  ideas  on  the  table.  Send 
I  cover  letter,  resume  and  clips  to  Doug 
!  Kim,  arts  and  entertainment  editor, 
j  P.O.  Box  70,  Seattle,  WA  98111. 

'  THE  TALLAHASSEE  DEMOCRAT  is  look- 
j  ing  for  an  experienced  reporter  to  run 
its  2-person  capital  bureau  and  to 
report  on  state  government.  At  least  5 
years  daily  newspaper  experience, 
preferably  in  government  reporting  is 
necessary.  If  you're  interested,  send 
clips  and  resume  to  Lorraine  Branham, 
executive  editor,  Tallahassee  Demo¬ 
crat,  277  N.  Magnolia  Drive, 
Tallahassee,  FL  32301.  Send  Email  to 
Lbranha@taldem.com 

Fax  (850)  599-2295 


THE  ORANGE  LEADER  has  immediate 
openings  for  a  general  assignment 
reporter,  a  sports  writer  and  a  photo¬ 
grapher.  Will  consider  skilled  and 
motivated  recent  graduates.  Send 
resume,  clips,  to  Orange  Leader,  P.O. 
Box  1028,  Orange,  TX  77631.  Fax 
(409)  883-6342  or  Email 

orangeleader@yahoo.com 

1  THE  WINSTON-SALEM  JOURNAL 
seeks  an  experienced  reporter  for  its 
]  award-winning  business  section. 

Winston-Salem  is  a  regional  retail  cen- 
j  ter  at  the  center  of  the  tobacco  indus¬ 
try.  It  is  also  home  to  two  major  banks 
I  and  a  growing  health-care  sector. 
Please  send  a  resume  and  your  1 0  best 
clips  to  Jim  Laughrum,  assistant  manag¬ 
ing  editor  for  News,  Winston-Salem 
'  Journal,  P.O.  Box  3159,  Winston- 
Salem,  NC  27102. 

TVDATA,  the  leading  supplier  of  TV 
entertainment  information  worldwide, 
is  seeking  a  WRITER  and  two  COPY 
EDITORS  to  produce  television-related 
features  according  to  AP  style.  Experi¬ 
ence  with  Photosnop  and  fluency  in 
Spanish/French/German/Portuguese 
!  a  plus.  Minimum  two  year  degree  and 
1-2  years  of  work  related  experience 
preferred.  Good  growth  potential.  We 
offer  a  competitive  salary,  excellent 
benefits  package  and  casual  dress 
code.  Send  resume  to  TVData,  Attn: 
Human  Resources,  333  Glen  Street, 
Glen  Falls,  NY  12801  or  E-mail 
hr@tvdata.com  using  ASCII  format. 
Zone  1  and  2  applicants  preferred. 


NEWSPAPER 
WORKPLACE  & 
EMPLOYMENT 


Every  month  Editor  &  Publisher  devotes  a  special  work¬ 
place/employment  editorial  section  to  issues  that  affect 
both  employees  and  human  resource  professionals  at 
newspapers. 

To  place  your  help  wanted  ad  in  any  of 
these  sections  call  the 
E&P  Classified  Department 

(212)  675-4380.  Ext.  171.  E-mail  hazelp@mediainfo.com 

_ 1998/1999  Recruitment  &  HR  Features: 


Issue  Dates: 
JANUARY  16 
FEBRUARY  20 
MARCH  20 


Space  Deadlines: 
JANUARY  6 
FEBRUARY  10 
MARCH  10 
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CLASSIFIED 


Job  Hunting? 

Buying? 

Selling? 

Hiring? 

OR  JUST  LOOKING? 

Use  the  best  read  Classified  Ad 
Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find 
the  used  equipment  you  need,  discover  new 
employment  opportunities,  get  a  feel  for  who’s 
hiring  where,  find  the  key  professionals  to 
make  your  newspaper  run,  sell  your  used 
equipment,  locate  industry  service  providers, 
even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  11  West  19th  Street.  New  York,  10011 


HELP  WANTED 


_ EDITORIAL _ 

TWO  IMMEDIATE  REPORTER  OPEN-  i 
INGS:  The  Winchester  Star,  a  growing  i 
daily  in  the  midst  of  exciting  changes,  ! 
has  two  openings  on  its  news  staff. 
One  position  will  cover  o  dynamic  j 
four-year  college  and  expanding  com-  i 
munity  college,  and  o  small  public 
school  system  that  thinks  big.  The  other 
is  for  o  general  assignment  writer  who  i 
will  help  point  the  bigger  picture.  The 
Winchester  Star  offers  o  starting  salary  ; 
that's  competitive  with  the  national 
average  for  a  mid-20,0C)0s  circulation  ' 
paper,  benefits,  and  the  opportunity  to 
advance.  We  are  PM  Monday-Friday 
and  AM  Saturday,  gearing  up  for  a 
TOTAL  AM  conversion  in  2000.  Send 
resume,  clips  to  Ron  Morris,  managing 
editor.  The  Winchester  Star,  Winchester, 
VA  22601. 


WE  WANT  TO  HIRE  AN  ASSISTANT 
SPORTS  EDITOR  who  has  a  solid 
grounding  in  sports  journalism,  a  fierce 
attention  to  detail  and  samething  more: 
an  enterprising  eye  for  the  big  picture, 
the  pressing  issue,  the  trend.  If  you 
have  these  qualities  and  management 
talent,  please  contact  us.  We're  the 
state's  largest  newspaper  (268,000 
daily  and  394,0(X)  Sunday  circulation) 
and  are  committed  to  bringing  a  more 
wide-ronging,  innovative  report  to  our 
reoders.  Our  sports  package  includes 
game  caverage  and  enterprise  report¬ 
ing  from  high  school,  college  ond  pro¬ 
fessional  sports  beats.  Cantact  Nancy 
Winkley,  assistant  managing  editor/ 
sports,  Indianapolis  Star  and  News, 
307  N.  Pennsylvania,  P.O.  Box  145, 
Indianapolis,  IN  46204. 

FINANCE 


CONTROLLER 

Western  NY  daily,  Sunday,  weekly 
family  newspaper  operation,  seeks 
experienced  controller.  Growing  com¬ 
pany,  new  facility  being  constructed. 
State-of-the-art  experience  required. 
Competitive  salary  and  benefits.  Send 
resume,  salary  history  and  references 
ta  Box  0871 3,  Editor  &  Publisher. 

INFORMATION  SYSTEMS 

SYSTEMS  ANALYST 
•Maintain  Financial  data  integrity 
•Train  staff  on  appropriate  systems 
•Maintain  rate  tables  and  interfaces 
•General  troubleshooting 
Contact  Pat  Bienvenu  at  (318)  289- 
631 3  or  patbienvenu@sprintmail.com 

NEW  MEDIA 


PROGRAMMER:  The  Fayetteville 

Observer-Times,  an  independent,  fam¬ 
ily-owned  daily  in  southeastern  North 
Carolina  with  a  circulatian  of  about 
70,000,  is  seeking  a  programmer  ta 
help  take  Fayetteville  Online 
www.fayettevillenc.com  -  to  the  next 
level.  The  successful  candidate  must 
show  an  ability  to  create,  operate  and 
maintain  a  basic  UNIX  server  environ¬ 
ment;  must  be  skilled  at  writing  and 
updating  HTML,  C,  Java,  Java  Script 
and  PERL  programs;  and  should  dis¬ 
play  an  ability  to  build  SQL  databases 
in  various  software.  Competitive  salary 
and  excellent  benefit  plan.  Respond  by 
letter  or  Email  to  Director/New  Media 
Ed  Scott,  escotti  @fayettevillen.:-com 
Fayetteville  Observer-Times,  P.O.  Box 
849,  Fayetteville,  NC  28302.  Our  fax 
number  is  (910)  486-3545. 


_ PHOTOGRAPHY _ 

PHOTO  EDITOR  -  Aggressive  leader 
for  photo  department  saught  who  can 
lead  us  into  the  digital  age.  Five  years 
experience  required.  Send  resume, 
photo  samples  and  letter  to  Dorsey 
Wilmarth,  AME,  Amarillo  Globe- 
News,  Box  2091,  Ammarillo,  TX 
79166. 


THE  BELLINGHAM  HERALD,  a  28,000 
circulation,  daily  in  Bellingham,  WA,  is 
looking  for  a  30-hour-a-week  photo¬ 
grapher.  Applicants  should  send  a 
resume,  portfolio  and  cutline  sheet  to 
Philip  A.  Dwyer,  photo  editor.  The  Bell¬ 
ingham  Herald,  1 1 55  State  Street, 
P.O.  Box  1277,  Bellingham,  WA 
98227.  E-mail: 

pdwyer@bellingh.gannett.com  or 
vrebsite  bellinghamherald.com 


_ PREPRESS _ 

PREPRESS  MANAGER 
For  Central  Florida  daily  with  shop¬ 
pers.  Apply  to  Operations  Director, 
News  Chief,  P.O.  Box  1440,  Winter 
Haven,  FL  33882. 

PRESSROOM 

ASSISTANT  PRESSROOM  MANAGER 
The  Pioneer  Press  is  looking  for  a 
customer-oriented  manager  with 
excellent  communication  skills, 
extensive  auality  offset  printing  knowl¬ 
edge  and  experience  working  in 
a  team  enviornment.  The  position 
is  responsible  for  efficient  on-time 
operations,  supervision,  and  adminis¬ 
trative  functions.  A  minimum  of  5 
years  experience  on  a  web-fed  offset 
press,  quality  print  practices,  expense 
budgeting,  impositioning,  preven¬ 
tative  mainenance,  problem  solving, 
materials  testing,  quality,  and  per¬ 
formance  tracking.  Must  be  avail¬ 
able  to  work  a  night  shift  and 
weekends.  Interested  parties  please 
forward  a  resume  and  a  brief  cover  let¬ 
ter.  Women  and  minorities  are  encour¬ 
aged  to  apply. 


St.  Paul  Pioneer  Press 
345  Cedar  Street 
St.  Paul,  MN  55101 
Attn:  Employee  Relations 


Equal  Opportunity  Employer 


EMPLOYMENT  OPPORTUNITY 


Service  technician/instoller  Community 
and  Urbanite  operators  experience 
preferred.  Qualified  applicants  should 
be  personable  and  mechanically 
inclined.  Must  have  a  desire  to  learn, 
travel  and  relocate  to  the  Pacific 
Narthwest.  (360)  629-9170.  Or  fax 
resume  to  (3^)  387-0940. 


I  When  faxing  your  ad,  please 
remember  to  include  the 
i  billing  address,  category 
under  which  the  ad  is  to  be 
placed,  as  well  as  the 
'  amount  of  times  the  ad  is  to 
appear.  Thank  you. 

E&P  Classified  Dept. 
Fax:  (212)  929-1259 
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CLASSIFIED 


POSITIONS 

WANTED 


EDITORIAL 


ADMINISTRATIVE 


BO  SMITH,  former  GM  who  qua¬ 
drupled  Pub  Aux  od  soles,  seeks  long¬ 
term  commitment.  Profitable  and  car¬ 
ing.  Will  relocate.  (630)  262-951 2 


EXPERIENCED  REPORTER  wants  to 
write  about  science  and  technology, 
particularly  online  technologies.  Has 
worked  in  print  and  online  journalism. 
Has  covered  hardware,  software, 
legal,  regulatory  issues.  Prefer  South¬ 
east.  Call  (407)  633-9974. 


CIRCULATION 


FINANCE 


BOTTOM  LINE  driven  circulator, 
innovative  and  daring,  looking  for 
small  to  medium  newspaper  that  has 
yet  to  hit  its  full  potential.  25  years 
sales  experience,  last  8  years  in  circula¬ 
tion.  Call  Andy  at  (71 7)  894-8371  or 
E-mail:  mrlefty@postoffice.ptd.net 


EDITORIAL 


EAST  COAST  DREAMING  -  Ex-New 
Yorker  wants  to  return  to  fold.  Armed 
with  journalism  degree,  plus  10  years 
writing/editing  experience  in  business, 
newspaper  and  trade  publishing. 
Seeks  feature  writing  position  at  news¬ 
paper,  magazine  or  trade  publication 
in  Zones  1  or  2.  Excellent  writer  with 
mature  insight.  Call  J.  Roberts 
(310)204-2383 

EXPERIENCED  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
to  relocate.  (305)  891-2595 


ATTENTION: 

EXECUTIVE  SEARCH  FIRMS, 

:  RECRUITERS  &  CHAINS 

;  FORMER  GANNEH  CONTROLLER, 
i  victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  as 
controller  and  eighteen  years  in  the 
!  industry  including  all  facets  of  account¬ 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 
!  IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos- 
I  ing,  capital  and  annual  operating 
budget  submissions. 

Telephone:  (21 7)  442-681 3 
E-mail:  rmoore50@gateway.net 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 

Targets  newspaper  travel  sections! 

Jeff  (973)  575-1005 


Attention: 

Positions  Wonted  Advertisers 

For  quicker  placement,  you  can  Fax  or  e-mail 
your  Positions  Wanted  ad  along  with  your 
Visa /MasterCard /American  Express 
card  number  and  expiration  date. 

(212)  929-1259  or 
E-mail:  hazelp@mediainfo.com 


E&P  EMPLOYMENT  ZONE  CHART 

Use  zone  number  to  indicate  location  without  specific  identification 


CLASSIFIED  ADVERTISING 
INFORMATION 

DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  tine,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  check  payable  to  Editors.  Publisher 
or  charge  to  your  American  Express. 
MasterCard  or  Visa.  Please  supply  name 
■SaM  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for:  contract  rates,  display  ad  copy  specifications  and 
prxedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 
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Continued  from  page  9 

what  they  do  and  why.  “One  of  the  insights 
from  the  study  is  the  gap  that  exists 
between  newsroom  perspectives  about 
what  we  do  .  .  .  and  outside  perspectives 
held  by  readers,”  says  Johnson,  president 
of  Associated  Press  Managing  Editors. 

Paul  McMasters,  ombudsman  at  The 
Freedom  Forum  and  a  former  president  of 
SPJ,  says  the  gloom  and  doom  of  the 
report  should  not  overshadow  the  good 
journalism  that’s  going  on. 

“The  danger  of  these  polls  is  that  they 
obscure  a  Journalistic  reality,  and  that  is  that 
today’s  journalists  are  better  educated,  more 
ethical,  more  accurate  and  more  productive 
than  ever.  Polls  and  surveys  and  focus 
groups  have  their  place,  but  we  need  to 
remember  the  unbelievable  job  that  line  edi¬ 


tors  and  in-the-trenches  jour¬ 
nalists  are  doing  day  in  and 
day  out  in  communities  across 
this  country,”  says  McMasters. 

Jan  Schaffer,  executive 
director  of  the  Pew  Center  for 
Civic  Journalism,  calls  the 
study  “right  on  the  money.” 

She  says,  “Not  that  it’s  sur¬ 
prising,  it’s  almost  common- 
sensical  that  readers  are 
telling  the  journalism  com¬ 
munity,  ‘Look,  we  want  you  Edward  L.  I 
to  get  back  to  tending  your 
gardens.  We  want  you  to  give  us  the  facts 
in  a  neutral,  unbiased  way.  We  want  you  to 
be  accurate  when  you  do  it,  and  we  want 
you  to  give  us  news  that  is  useful  to  us.’” 

The  study  is  part  of  the  Journalism 
Credibility  Project,  where  eight  daily 


newspapers  have  agreed  to 
serve  as  test  sites.  The  eight 
newspapers  are:  The  Phila¬ 
delphia  Inquirer,  The  Ore¬ 
gonian,  Portland;  Austin 
American-State sman  in  Tex¬ 
as;  San  Jose  Mercury  News  in 
California;  Sarasota  Herald- 
Tribune  in  Florida;  The 
Gazette,  Colorado  Springs, 
Colo.;  Daily  Press,  Newport 
News,  Va.;  and  Florida  To- 
eaton  day,  Melbourne. 

Starting  in  the  spring  of 
1999,  each  paper  will  introduce  strategies 
and  content  innovations  in  four  major 
areas  the  research  identifies  as  areas 
where  newspapers  might  build  reader 
trust:  accuracy,  sensationalism,  bias  and 
connecting  with  readers.  Hi 


Media  watchdogs 
create  Web  site 

A  coalition  of  Minnesota-based  busi¬ 
nesses  and  nonprofit  groups  have 
launched  a  Web  site  designed  to  discuss 
the  pros  and  cons  of  the  local  news  media. 

The  online  feature,  which  debuted  in 
late  November,  is  part  of  an  ongoing 
effort  by  the  Twin  Cities  Project  on  the 
Media  and  the  Public  to  keep  tabs  on 
how  well  news  media  is  performing. 

The  Web  site  (http://www.mediamat- 
ters.org/)  features  forums  in  which  peo¬ 
ple  can  discuss  current  media  concerns 
such  as  objectivity,  fairness  and  bal¬ 
ance.  There  are  also  links  to  online 
newspapers  and  journalism  groups  and 
organizations. 

The  19-member  group  is  comprised 
of  corporate,  nonprofit  and  civic  groups, 
including  Northwest  Airlines,  the  3M 
Co.,  Northwest  Corp.,  the  Urban 
Coalition,  and  the  League  of  Women 
Voters  of  Minneapolis. 

The  Twin  Cities  Project  issued  a  22- 
page  report  in  June  entitled  “Media 
Matters,  Improved  News  Coverage: 
Shared  Responsibility,  Mutual  Bene¬ 
fits,”  which  makes  dozens  of  recommen¬ 
dations  aimed  at  bridging  the  gap 
between  the  public  and  the  press. 

The  report  includes  two  key  recom¬ 
mendations:  that  news  media  should 
publicize  their  journalistic  standards  and 
should  focus  on  significant  stories. 

Top  editors  at  the  St.  Paul  Pioneer 


Press  and  the  Minneapolis  Star  Tribune 
say  that  most  of  the  proposed  ideas  are 
currently  in  practice. 

“I  can’t  honestly  say  that  I  saw  any 
news  in  the  report  that  made  me  say, 
‘Oh,  here’s  something  we  didn’t  think  of 
or  know  about  so  let’s  change  the  way 
we  do  things.’  They  didn’t  suggest  much 
that  I  thought  was  unreasonable  or  real¬ 
ly  all  that  unusual,”  says  Pioneer  Press 
editor  Walker  Lundy. 

The  report  results  from  1 8  months  of 
interviews  with  90  Twin  City  business 
and  community  leaders,  seven  public 
forums  in  which  more  than  400  people 
attended,  and  piggybacked  off  data 
gleaned  from  a  1995  study  by  S.  Robert 
Lichter,  founder  of  the  Center  for  Media 
and  Public  Affairs  in  Washington,  D.C., 
who  examined  newspaper  crime  and 
business  coverage. 

The  analysis  looked  at  the  Star- 
Tribune,  Pioneer  Press  and  The  Seattle 
Times,  which  was  chosen  because  of  its 
similarities  to  the  Twin  Cities. 

The  Lichter  study  found  that  the  Star 
Tribune  had  40%  more  crime  coverage 
than  the  Pioneer  Press  and  nearly  triple 
what  appeared  in  the  Times. 

While  the  business  sections  of  these 
newspapers  focused  on  positive  business 
news,  most  front-page  coverage,  includ¬ 
ing  business  and  crime  stories,  was  often 
negative.  In  the  Star  Tribune,  70%  of 
business  stories  appearing  on  the  front 
page  were  negative,  compared  to  50%  in 
the  Pioneer  Press  and  25%  in  the  Times. 

Lichter’s  study  was  sparked  by  busi¬ 


ness  groups  who  perceived  news  cover¬ 
age  to  be  slanted  toward  sensational  and 
negative  news. 

In  an  effort  to  restore  balance  and  cred¬ 
ibility,  some  the  project’s  proposals  are: 

•  News  organizations  should  hold 
regular  internal  reviews  to  determine  if 
journalistic  standards  are  being  met. 

•  Make  a  greater  commitment  to 
accuracy;  assign  reporters  to  stories  who 
are  not  biased  or  who  have  their  own 
agendas. 

•  Include  disclaimers  when  there  is  a 
conflict  of  interest  involving  a  reporter 
or  the  news  outlet. 

As  news  consumers,  the  public  can 
become  familiar  with  the  journalistic 
standards  of  news  organizations;  com¬ 
plaining  about  specific  inaccuracies  and 
bias;  creating  a  market  for  substantive 
news;  and  support  the  efforts  of  the 
Minnesota  News  Council,  a  media 
watchdog  group. 

Star  Tribune  editor  Tim  McGuire 
agrees  with  the  major  findings  of  the 
study,  including  journalism  standards 
driving  coverage. 

“We  certainly  try  to  be  open  about 
our  (news)  standards  and  what  we 
believe.  What  we  do  not  generally  agree 
with  is  that  there  ought  to  be  a  chapter 
and  verse,  bullet-by-bullet,  set  of  stan¬ 
dards  that  people  can  sit  and  pick  at.  We 
do  not  agree  with  that.  .  .  .  Certainly 
what  some  of  the  critics  would  like  to 
do  is  have  a  very  Ten  Commandments¬ 
like  document  and  be  able  to  pick  at  it,” 
says  McGuire.  Hi 
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ExS/P  SHOP  TALK  AT  THIRTY 


by  Eric  Newton 

Story  of  girl,  newspaper, 
Santa  still  pulls  heartstrings 

Yes,  dear  readers,  it’s  the  story  of  Virginia  and  the  editor 

who  told  her  a  little  white  lie  that  still  touches  adults  a  century  later 


A  hundred  and  one  years  ago,  an  8- 
year-old  girl  wrote  a  letter  to  the 
editor  of  The  New  York  Sun  ask¬ 
ing,  “Please  tell  me  the  truth:  is  there  a 
Santa  Claus?” 

The  answer  —  “Yes,  Virginia,  there  is  a 
Santa  Claus”  —  is  the  most  reprinted 
newspaper  editorial  of  all  time,  a  classic 
appearing  in  dozens  of  languages,  in  edi¬ 
torials,  books  and  movies,  on  posters  and 
stamps,  even  in  the  Old  Farmer’s 
Almanac. 

What  makes  it  endure?  Is  it  because 
“Yes,  Virginia”  perpetuates  the  best  tradi¬ 
tions  of  Christmas?  Because  it  touches  on 
the  connection  between  parents  and  chil¬ 
dren?  Because  it  makes  us  long  for  the 
days  of  the  great  American  newspaper?  Or 
is  it  something  more? 

The  author.  Sun  editorial  writer  Francis 
Pharcellus  Church,  grumbled  a  bit  when 
handed  the  little  girl’s  letter. 

“Some  of  my  little  friends  say  there  is 
no  Santa  Claus,”  wrote  Virginia  O’Han¬ 
lon.  “Please  tell  me  the  truth. . . .” 

Something  in  the  innocent  query 
touched  the  veteran  newsman. 

Church  quickly  turned  in  a  500-word 
reply,  printed  on  Sept.  21,  1897,  on  Page 
6,  with  no  byline. 

“Yes,  Virginia,  there  is  a  Santa  Claus,” 
Church  wrote. 

“He  exists  as  certainly 
as  love  and  generosity 
and  devotion  exist,  and 
you  know  that  they 
abound  and  give  to  your 
life  its  highest  beauty 
and  joy.  Alas!  how  drea¬ 
ry  would  be  the  world  if 
there  were  no  Santa 
Claus.  It  would  be  as 
dreary  as  if  there  were  no 
Virginias.  There  would 
be  no  childlike  faith 
then,  no  poetry,  no 
romance  to  make  tolera¬ 
ble  this  existence.” 

The  editorial  was  des¬ 
tined  to  live  on,  far 
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beyond  Church’s  death 
in  1906.  the  Sun's  in 
1950,  and  even  Mrs. 

Laura  Virginia  O'Han¬ 
lon  Douglas’  in  1971. 

By  its  l(X)th  anniver¬ 
sary  last  year.  Church’s 
gift  of  words  had  turned 
into  a  Christmas  trea¬ 
sure  for  some  2(X)  greet¬ 
ing  card  companies. 

“You  couldn’t  stop  it 
if  you  wanted  to,”  says 
Richard  Church  Thomp¬ 
son,  a  relative  of  the 
writer. 

“It’s  about  a  time 
when  America  was 
beginning  to  define  its 
Christmas,  a  Victorian  Christmas.” 

Howell  Raines,  editorial  page  editor  of 
The  New  York  Times,  says  the  story  speaks 
about  generations:  “What  this  child  is 
doing  is  knocking  on  the  door  of  the  adult 
world  and  asking  to  be  let  in  .  .  .  and  what 
this  editor  is  doing  is  protecting  her  — 
and  his  adult  readers.” 

Crusty  newspaper  editors  have  a  partic¬ 
ularly  soft  spot  for  “Yes,  Virginia.”  The 
editorial  evokes  the  day  of  the  newsman’s 
newspaper,  like  The  New  York  Sun  —  a 
time  when  newspapers  were  the  most 
trusted  news  medium, 
when  the  great  Ameri¬ 
can  editorial  really  was 
the  great  American  edi¬ 
torial.  As  Virginia  put  it 
in  her  letter:  “Papa  says 
‘if  you  see  it  in  the  Sun 
it’s  so.’” 

But  there  is  more. 
Church  didn’t  just  spin 
another  yam  about  Santa 
Claus,  notes  historian 
William  David  Sloan. 
“He  gave  us  a  reason  for 
believing.” 

“Yes,  Virginia”  is 
more  than  just  a  century- 
old  story  about  a  bygone 


era  in  journalism.  It’s  as 
old  as  people.  It’s  not 
just  about  a  girl  in  New 
York.  It’s  about  children 
everywhere,  and  grown¬ 
ups  big  enough  to  re¬ 
member.  It’s  not  even 
about  Santa.  Substitute 
the  symbol  of  your 
choice.  “Yes,  Virginia” 
is  about  faith,  about 
believing  in  things  you 
can’t  see,  about  wonder, 
joy  and  love. 

Newspapers  today 
need  Church’s  poetry  on 
their  editorial  pages. 
Too  often  journalists 
climb  up  upon  stacks  of 
facts  and  fall  asleep.  We  need  to  wake  up, 
jump  up,  reach  up  for  the  big  idea,  for  the 
greater  truth,  for  the  one  that  might  just 
touch  the  stars. 

Santa  today  is  under  attack.  He’s  too 
commercial,  too  European,  too  Christian, 
too  fat,  even.  But  whether  you  like  him  or 
not.  let  him  live.  Francis  Pharcellus 
Church  did,  and  we're  toasting  him  a  cen¬ 
tury  later. 

Virginia  did.  too,  and  she  grew  up  to  be 
an  educator  in  New  York  and  taught 
countless  disabled  children  about  Christ¬ 
mas,  newspapers,  families  —  and  about 
faith. 

“No  Santa  Claus!”  wrote  Church. 
"Thank  God!  he  lives,  and  he  lives  forev¬ 
er.  A  thousand  years  from  now,  Virginia, 
nay  ten  times  ten  thousand  years  from 
now,  he  will  continue  to  make  glad  the 
heart  of  childhood.” 

Amen  and  happy  holidays.  WM 


Newton  is  managing  editor  of  the 
Newseum,  in  Arlington,  Va.,  where 
“Yes  ,  Virginia,  there  is  a  Santa  Claus” 
is  celebrated  every  year  with  readings 
of  the  editorial  by  well-known 
Washingtonians  and  with  an  exhibit  of 
19th-century  images  of  Santa  by  illus¬ 
trator  Thomas  Hast. 
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“What  this  child  is 
doing  is  knocking  on 
the  door  of  the  adult 
world  and  asking  to 
be  let  in  . . .  and  what 
this  editor  is  doing  is 
protecting  her  —  and 
his  adult  readers.” 

—  Howell  Raines,  editorial  page 
editor,  The  New  York  Times 
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